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Rough Proofs Mennen to Explain —t*ckacto 
A New, Delicious Food 


The golfer who usually lugs in a 
bowling score after a hard after- 
noon’s work will have a new alibi 
this summer: He ran out of new| 
balls and had to use a repaint a. 


~~ =. 


The promotion department of the | 
Los Angeles Times swears Lever | 
Brothers had nothing to do with its | 
latest ad, in which Uncle Ned is re- 
ported as saying enthusiastically, | 
“Well, I swan!” 


v v v 
Mail order business is increasing, | 
report Sears and Ward, and maybe | 
now there will be a new stirring of | 
life in a once flourishing section of | 
advertising media. 


- iy 


Government officials confidently | 
predict a big increase in tobacco 
consumption this year, visualizing | 
billions of cigarets going up in| 
smoke and taxes. Keep working, | 
keep smoking, America! 


— e & 


Robot salesmen might be pretty 
useful in a period of manpower 
shortages, but nevertheless WPB 
has issued an order forbidding fur- 
ther production of vending ma- 
chines. 

v v v 


“Books are in demand,” says an 
ADVERTISING AGE editorial writer, 
who probably doesn’t realize that 
the poor showing of Alsab on Flor- 
ida tracks has hurt Kentucky Derby 
winter book popularity no end. 


=. VY? 


Scripps-Howard Newspapers say 
they don’t want paid advertising 
from Uncle Sam. This is going to 
make Uncle Jesse Jones, whose Do- 
mestic Commerce is all for it, feel 
mighty bad. 

v v v 

Beauty and Health is to be dis- 
continued with the June issue, Mac- 
fadden Publications has announced, 
Is it possible women still believe 
that if you save the surface you 
save all? 

.  < 


Fido has assured field researchers 
that he isn’t going to be fussy 
about containers, so Wilson’s Ideal 
dog food will be available here 
after in paper cartons. 


= @ 


Paul Morency says some radio 
comedians are going in for offen- 
sive gags, which may result in ac- 
ton being taken by the stations. In 
the meantime people who don’t like 
he gags have elready taken action. 


- = we 


The FTC doesn’t like the use of 
Ussue cream” as a cosmetic de- 
criptive, insisting that it implies 
‘ne product has a therapeutic value. 
You can say almost anything ex- 
ept “This is just what the doctor 
rdered.”’ 
. es ¢ 


You can now buy dental service 
n Chicago on the instalment plan 
‘rough Smiles, Inc., a logical ex- 
‘Msion of the idea that construc- 
“on work in the molar regions 
ould be entirely painless. 


- vv 


Afier losing more men to Uncle 
‘am than any other team, Wash- 
‘gton has won all the honors in the 
*apefruit League. In the interest 
Naten etic justice, come on, you 

Copy Cus. 


Packaging Shift; 
Hunt Substitutes 


Colgate to Continue 
Use of Tin Tubes, But 
Seeks Replacements 


{Editor’s Note: Earlier news of 
the War Production Board's first} 
“trade in” edict, covering tooth | 
paste and shaving cream packaged | 
in collapsible tin tubes, and the 
general order limiting production 
and use of tubes for foods, cos- | 
metics and toilet preparations, is 
reported on Page 4.] 


New York, April 2.—The Men- 
nen Company will use color half- 
pages in Collier’s, Life, Look, and 
The Saturday Evening Post the 
week of May 11 to explain to con- 
sumers the necessity for shifting | 
the packaging of its brushless shav- 
ing cream from tubes to glass jars. 

Mennen’s discontinuance of the} 
collapsible tin tubes was announced 
to the trade this week, just prior 
to the War 


Your Baby Will Like! 


| 


| 


Institute 
fect introduction To Corea! foods 


EINZ Pre-Cooked Cereal 

Food - prepared accord 

ing to @ process that makes it 

light, fluffy, tasty. adds vite 

min Bi, calcium, phosphorus 
and won to baby's diet! 


thes cereal because it's backed 
by the same 72-year repute 
tion that supports Heinz 
Strained and Junior Foods! 
And it's easy to fix' Simply 
serve with milk or formula! 


You can rely on the quality of | 
| 
| 


YOUR DOCTOR WILL TELL YOU WHEN TO 
GIVE BABY THE PROPER HEINE FOODS 


H. J. Heinz Co. is marketing a new pre- 
cooked cereal food in Toledo and Fort 
Wayne with this newspaper copy. Plans 
for further distribution will await results 
of the two-city test. (Story on Page 35.) 


| s 
Production Board's AGMA Outlines 
order requiring consumers to pre-| 


sent used tubes when purchasing | 
shaving cream or toothpaste. 
Mennen’_ wholesalers 


will con-| 
|tinue to deliver shaving cream 
packed in tubes to dealers until | 


present stocks are exhausted. Both| 
consumers and dealers wil! benefit ! 
by the change, according to Men- 
nen officials, because the jar con- 
tains 6 oz. to 4% oz. for the tube, 
and the jar is fair-traded at 43 
cents against 39 cents for the tube. 


Seeks Substitutes 


Colgate - Palmolive - Peet Com- 
pany is not planning any imme- 
diate cessation of packaging shav- 
ing cream or toothpaste in collapsi- 
ble tubes, although intensive exper- 
iments seeking substitutes are 
under way. Palmolive’ brushless 
shaving cream is now packaged in 
both tin and glass, for example, but 
the stocks of cream packed in tubes 
are ample for some months. 

Newspaper announcements of the 
WPB order brought considerable 
confusion to retail drug and variety 
outlets here yesterday, several 
chains and a large portion of the 
independents insisting on carrying 
on “as usual’ until receiving the 
official order. 

Both dealers and consumers, who | 
had participated enthusiastically in| 
the voluntary tin salvage cam-| 
paigns, were puzzled by the absence 
of official instructions designating 
the channels for collecting and sal 
vaging old tubes. Some druggists 
had already accumulated sizable 
stocks of old tubes without any 
place to send them. 

A number of buyers complained 
that they had surrendered their last 
tubes voluntarily, and could not 
replace them. The _ usual retail! 
answer was to suggest substitutes, 
tooth powders packaged in cans, or 
shaving creams packaged in glass. 
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Plan for Aiding 


| gram 


Nutrition Drive = 


Announces Complete 
Promotion Set-up 
for Food Advertisers 


New York, April 2.—Food adver- 
tisers this week received working 
plans for industry-government co- 
operation in the National Nutrition 
Program in a manual prepared by 
the Federal Security Administration 
and distributed by the Associated 
Grocery Manufacturers of America. | 

The entire program focusses on 
the circulation through all possible 
media, at point of purchase, and “at 
point of cooking,” of the FSA's of- 


ficial nutrition food rules and its 
official slogan, “U. S. needs US 
strong.” 


Advertisers are permitted, under | 
FSA supervision, to use the theme 
and the rules of the nutrition pro- 

in their newspaper, maga- 
(Continued on Page 33) 


| papers 


Tire Makers Scour Industry 


‘Autos for Sale,’ 


Oldsmobile and 


Dealers Announce 


Urge Purchase of Cars 

by Buyers Qualified 

Under Present Rules 
Detroit, April 2.—New car adver- 
tising—a rare wartime phenomenon 


—sprang back into prominence this 
week as the Oldsmobile Division 


released a new campaign and Dela-| 
| ware 
| inform 


dealers launched a drive to 
prospective auto buyers 
that cars are available for pur- 
chase. In Atlanta, a new auto 
merchant, Victory Motors, Inc., took 
newspaper space to proclaim its 
appointment as Dodge-Plymouth 
dealer in the Georgia city. 

Oldsmobile is using 120 dailies in 
100 key cities appealing to those 
who are entitled to get priority 
certificates to buy new cars. 
with Sunday issues 
carry the advertisement April 5 and 
the others will use similar copy 
April 7. It appears in two sizes, 75 
and 90 inches. 

The advertisement, headlined 
“New 1942 Oldsmobiles for Sale,” 
adds the qualification, “to the fol- 
lowing people.” Copy is devoted 


'mainly to listing the various occu- 


pational classifications entitled to 
priorities on new automobiles. Five 
reasons why these fortunate indi- 
viduals should buy Oldsmobiles are 
listed. A final paragraph is ad- 
dressed to those who are not in the 
select group, explaining how they 


| best can keep their old cars run- 


ning. 

Since new car production was 
stopped, Oldsmobile has run adver- 
tisements from time to time featur- 
ing service and has also carried 
institutional copy on the defense 
theme. D. P. Brother & Co., De- 
troit, is the agency. 


Start Dealer Drive 


Despite automobile rationing, the 
Delaware Motor Trades Association 
(Continued on Page 33) 


Last Minute News Flashes 
Jack Benny Regains Top Radio Spot 


New York, April 3.—Jack Benny’s Jell-O program for General Foods 
regained first place in the March survey of the Cooperative Analysis of 


Broadcasting with a rating of 40. 


The Charlie McCarthy program on 


behalf of Standard Brands’ Chase & Sanborn coffee was rated at 38.3, 


and S. C. Johnson & Sons’ Fibber 
established an all-time high 
March. 


of 42.8 in 
All three programs are heard over NBC-Red. 


McGee and Molly program 
February 


—which 
-dropped to 38 in 


FTC Cites International Salt and Subsidiaries 


Washington, April 3.—The Federal Trade Commission has issued an 
amended complaint against International Salt Company and three of 


its subsidiaries, charging violation 


secret payment of advertising allowances. 


of the Robinson-Patman Act and 


The amendment alleges that 


the company “secretly paid and contracted to pay some of their custom- 
ers certain sums of money as compensation for advertising, display, and 
distributive services and facilities furnished by such customers in con- 
nection with the sale of table salt, while concealing such payments from, 
and not making them available to, competing customers on proportion- 


ately equal terms or any terms.” 


Speers Named Media Director of Pedlar & Ryan 


New York, April 3.—W. C. Speers, 


for 11 years a member of the media 


department of Pedlar & Ryan, Inc., has been named media director. He 
succeeds A. M. Lewis, who has retired from the agency field to devote 


full time to farming. 


for Lines Dealers Can Sell 


Garden Tools, Sports 
Goods, Even Aprons 
Offered to Dealers 


Akron, O., April 2.—Tire dealers 
and super service station operators 
j}are going through the strangest 
|metamorphosis in their history. 
| With the help of their tire manu- 
| Soars they are converting their 
stations into full-fledged depart- 
ment stores handling literally 
| everything in the way of household 
| appliances. 
| Many dealers, recouping frozen 
| funds through the turning back of 
| their stocks at inventory price plus 
10 per cent, have decided to liqui- 
|date for the duration. But those 
dealers who are struggling to stay 
in business are following the lead 
of their manufacturers and are 
diversifying extensively. Naturally, 
the mortality rate of independent 
dealers, both large and small, is 
unprecedentedly large. In addition 
manufacturers are closing out large 
numbers of their company-operated 
stations. 


Almost Everything Sold 


Major tire manufacturers, quick 
to foresee the restriction on tires, 
have fortified themselves and many 
of their dealers with hundreds of 
items ranging from garden seeds 
and lawn mowers to paints and 
sand paper; from cooking appli- 
ances and ovenware to outboard 
motors and sporting goods, includ- 
ing fishing tackle, golf clubs and 
bags, archery, skating, tennis and 
baseball accessories and from bath- 
room scales to ironing boards and 
oil heaters, gas and electric ranges 
and even luggage. Dealers have, 
of course, been carrying items now 
restricted, such as bicycles, radios, 
electric refrigerators, etc. 

In some cases experiments are 
being conducted with “soft” goods 

aprons and tablecloths, luncheon 
sets, golf and bicycle togs and sport 
wearing apparel. 

While the complete diversifica- 
tion of the typical tire dealer is too 
new to furnish concrete results, it 
is understood that manufacturers’ 
| checks indicate an amazing public 
acceptance of the many items deal- 
ers are stocking, with a heavy buy- 
ing bulge in many markets. 


News- | 
will | 


Catalogs for Consumers 


Firestone, Goodyear and Good- 
rich indicate heavy sales of their 
new lines in their company-owned 
stores, and through those dealers 
who were quick to stock such mer- 
chandise. These companies either 
have issued, or are issuing, con- 
sumer catalogs listing the hundreds 
of new items on dealers’ shelves. 
Guides are now being furnished to 
dealers which show suggested retail 
prices. 

Manufacturers are assisting their 
dealers in rearranging their show 
rooms and display counters and are 
providing them with appropriate 
window display materia!. The di- 
versification of tire dealer lines has 
already been reflected to a limited 
extent in the advertising of Fire- 
stone, and while other tire manu- 
facturers have thus far concen- 
trated on institutional copy, it is 
known that serious consideration is 
being given to promotion of the 
new lines. 


Manufacturers are eager to have 
their dealers survive, for it is esti- 
mated that at the end of the war 
there will be a demand for upwards 
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of 120,000,000 replacement tires, 
provided rubber will be available. 
The hope is that sufficient synthetic 
rubber will be available by that 
time. The 1941 replacement tire 
demand was approximately 40,000- 
000 units and it is calculated that 
there will be 30,000,000 cars need- 
ing complete sets of tires by the 
war’s end. 

In attempting to develop tire 
dealers into “department stores,” 
tire manufacturers are operating on 
a plan closely patterned after the 
operations of the large mail order 
chains. The usual practice is to 
work out exclusive franchises with 
manufacturers wherever possible, 
calling for private brands of mer- 
chandise of any and every type. 
When such arrangements cannot be 
made with private brand producers, 
bulk purchases of branded mer- 
chandise are being made, and the 
tire companies are acting as job- 
bers — warehousing the merchan- 
dise and then passing it on to 
their dealers for resale. The whole 
operation is a strictly business one; 
the tire companies expect to cover 
their costs and recover a profit from 
their jobbing operations and at the 
same time supply their dealers with 
lines that will keep the dealer in 
business. 

All companies in the field are 
buying everything they can _ get 
their hands on. One manufacturer 


is reported to have 40 carloads of 
miscellaneous merchandise on the 
sidings here in Akron awaiting 
warehousing facilities; Firestone 
has leased several buildings in the 
city and all of the companies are 
seeking expanded warehousing fa- 
cilities. 
Widespread Acceptance 


No specific details are available 
as to the number of dealers who 
have stocked the new items, nor as 
to the extent of the lines they are 
currently carrying. There were 
some 50,000 tire dealers in the 
country before the emergency hit, 
and while it is impossible to say 
how many are left, informed 
sources assert that practically all 
of the larger dealers have diversi- 
fied their lines, and that in most 
cases—particularly among impor- 
tant dealers—they are taking on the 
entire line of merchandise avail- 
able through the tire manufacturer. 

Goodyear is now working on a 
spring catalog featuring a line of 
merchandise ranging from heavy 
electrical appliances down to gad- 
gets, and others are also issuing 
catalogs for 
consumers. The catalogs are simi- 
lar to mail order catalogs in form 
and content, and give complete 
data on all the items the dealer 
carries. 


Although manufacturer - owned 


FULL LINE FOR CAR, HOME AND GARDEN 


A 
' 5 
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A Message to 


Firestone 


Put Your Business on « Wer-Time Boss with the 
Firestone Extra-Mileage Pion end the Firestone Line 
of Essential Products for Cor, Home ond Garden 


— tle > 
vn A 
y nt , 


This Firestone spread in the current issue of Tire Review indicates how tire 


dealers are being offered widely varied lines by manufacturers. 


Included in this 


line are a number of nationally advertised products, such as Johnson's Glo-coat, 


O'Cedar polish, Vigoro, Burpee seeds, etc., 


as well as a complete assortment of 


garden tools, ironing boards, stepladders, bathroom scales, etc. 


dealer distribution to) 


outlets of the larger manufacturers 
have tended to expand their lines 
for several years, and also to fea- 
ture a diversity of products under 


the tire manufacturer’s brand, the | 


current situation is intensifying this 
trend to the point where Firestone 


s+" WICHITA, KANSAS IS BOOMING - WICHITA, KANSAS I$ BOOK 
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Distribution of Listening Homes Among Stations 
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Prepared by Robert $. Conlan & Associates 


both WICHITA and KFH! 


THE 
WITH 


STREETS 
GOLD in 
to do in the 


prairie where 


YES, BILLIONS—are 


famous oil wells of Kansas! 


kind of 
you figures from Wichita 
time buyer's heart do 
course we've 


Wichita’s boom before, but in this ad we nila 
wo cco 

want to say—BOOM—BOOM! | 

Not only is WICHITA soaring to new bank. Yes, 
heights of economic fame, RADIO} S'T.A- left on the 
TION KEE, only full time CBS outlet in Kan we are 
sas, is demonstrating ever-greater listener to how long 
reference. 
PeCres Swen \ phone call, 

The survey above is really a TYPICAL © boys ts the 


quarter-hour, as recently 
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fabulous boom 
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6 day week 
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best way for vou to get 
making spot, 


Robert S. 
In proof, 
quarter-hours 
and 1:00 P. M. 
in February, AFH registered 
by an overpowering margin! 


FIRSTS. The second station 


squeezed through to win but five. 


The best radio buy is the station that pro- 
duces the greatest number of listeners at the 
lowest cost per thousand. 
and in the 


That's why KFH 
market where people 


are beginning to ho-hum about money in the 
a few choice periods 


KEH commercial schedule, but 


making no bets, or even guesses, as 


thev will last. 


collect, to us or the Petry 
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Glenn Do Gillett Computed Field Strength Distribution Based on Performance 
5000 Watts Dey and Neeht October 1941 


and Previous Survey Measurements 
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WICHITA 


CBS + 5000 WATTS DAY AND NIGHT 
WRITE OR PHONE ANY EDWARD PETRY OFFICE 


Conlan & 
let's mention that of 
checked be- 


during this 


and Goodyear and Goodrich and. 


other tire brands might conceivably 
become important names in lines 
now totally unassociated with them. 

Even if existing brands maintain 
their identities, however, their 
availability in any substantial num- 
| ber of tire stores is likely to change 
their merchandising and sales prob- 
lems tremendously—and _inciden- 


| tally to cause them some problems 


in connection 
who have 


with 
always 


those dealers 
handled their 


| lines and do not welcome any addi- 


eos competition. 


Philip Morris 


Renews Drive in 


| 300 Newspapers 


New York, April 2.—Returning to 
;newspapers after a_ three-month 
absence from that medium, Philip | 
|Morris & Co. will launch a spring | 


idrive in 250 cities starting April 6. | 


| As was the case last fall, 300 papers 
| will carry variations of the “to you 
who inhale” theme in _ full-page, 


tions appearing once a week for a 
10-week period. 

Philip Morris also has stepped up 
its current radio efforts by adding 
stations to the “Philip Morris Play- 
house” and “Crime Doctor’ net- 
|works on CBS. Stations have like- 
wise been added to the Tuesday 
night “Johnny Presents” program, 
| heard over NBC-Red, and it is now 
rebroadcast, via shortwave, to men 
in the armed forces. The recorded 
rebroadcast goes over the air Sun- 
days from 1:15 to 1:45 p. m., EWT, 
over Stations WRCA and WNBY, 
New York, and WBOS, Boston. 
Biow Company is the agency. 


Cancels Mining Exhibit 

The annual coal convention of 
the American Mining Congress to 
be held in Cincinnati April 27-28 
at the Netherland Plaza Hotel will 
be held without exhibits of machin- 
ery and equipment, since the asso- 
ciation is complying with a WPB 
request that such exhibits be can- 
celed. 


Raises T. L. Anderson 

T. L. Anderson, since 1928 execu- 
tive vice-president in charge of the 
Toronto office of Cockfield, Brown 
& Co., Ltd., Montreal, has been 


named managing director of the 
agency. He will continue to super- 
vise the Toronto office. 


1,200 and 600-line sizes, with inser- | 


New Army Paper, | 


‘Yank,’ Makes 


Its Bow Soon 


Washington, D. C., April 
World War II’s version of “The 
Stars and Stripes,’ famous Army 
weekly published in France during 
the last war, will make its app: 
ance soon under the name “Yan} 
It will carry no advertising, 
will be written by and for Amer- 
ican soldiers. 

Special editions of 
be edited for major task for 
wherever they may be located 
throughout the world. When fe: - 
sible, they will be printed localiy 
from mats shipped by air. 

Two former members of “T), 
Stars and Stripes” staff are helpi: 
| formulate plans for the new Ar: 
_ weekly, Egbert White, vice-pre 
|dent of Batten, Barton, Durstine & 
| Osborn, and Adolph S. Ochs, ge»- 
|eral manager of the Chattanoo 
Times. 


Utilizes Modern Technique 


Mr. White is chairman of a s\ 
committee of the joint Army and 
Navy advisory committee. Besices 
Mr. Ochs, other members ire 
Robert M. Fuoss, newly-appointed 
managing editor of The Saturduy 
Evening Post, and Alfred S. Stris- 
ser, art editor of Liberty. 

The new paper will be published 
under the supervision of the Spe- 
cial Service Branch of the Army, 
formerly known as the Moral 
Branch. “Yank” will not compet 
with camp or unit publications of 
which there are now about 350. It 
will be written largely by enlisted 
men from a soldier’s point of view 
It will make heavy use of pictures 
and features, and every moder; 
publishing technique will be uti- 
lized to make the paper interesting 


“Yank” will 


R 


Westinghouse Maps 
Special War Copy 


| Following a_ highly = successtu 
test in Pittsburgh, Westinghouse 
| Electric & Mfg. Company will soon 

use large-size advertisements i 
|newspapers of about 24 plant 
cities, including New York anc 
| Chicago, devoted to answering the 
question, “What Can I Do to Hel; 
Fight the War?” 

The copy will be a part of the 
newspaper phase of the large-scale 
educational and _ institutional pro- 
gram in consumer publications t 
be carried out by the compan) 
during 1942, as previously reported 
in ADVERTISING AGE. 

The test message, appearing in 
the Pittsburgh Press and Sun-Tele- 
graph March 18 and the Pittsburg! 
Post-Gazette March 19, was a tab- 
loid-size spread at the bottom cen- 
ter of facing pages of regulatio: 
newspaper size. The same messagt 
appearing in newspapers in othe! 
cities will be 6 column, 1,750-liné 
size. 

Young & Rubicam, New York, !s 
the agency. 


Meletio Names Nagel 
Meletio Sea Food Company, 5! 
Louis, has appointed George (¢ 
Nagel & Associates to handle 
vertising of its Golden Dipt, ready- 
mixed breading, in newspapers anc 
two business papers, America 
Restaurant and Hotel Managen 
Copy will feature qualities 
Golden Dipt based on _ labo! 
tests which indicate the p 
reduces to a minimum the fat 4- 
sorption in frying of meats, po 


2. 


fish and other sea foods while act- 
ing as a seal to retain all natu! 
juices and nutriment. Poi: ! 


purchase displays also will be use 


fis 


one WHitehall 5355 


STANDARD STUDIOS 


IN 540 N MICHIGAN AVE « CHICAGO 


BRANCH 410 N MICHIGAN A** 
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| Never Underestimate the Power of a Woman! 
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Nor the Power 
of the Magazine 
( Women believe in! 


In spite of a price rise, the 


x Journal’s February circulation 
t topped last February’s by 


350,000 . . . 100,000 ahead 
of the last A.B.C. statement 
(2nd six months—1941)! 


V4 LADIES HOME JOURNAL 


THE WORLDS LARGEST AUDITED MAGAZINE CIRCULATION 
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WPB Stop Orders 
Reach New High; 
Others in Offing 


Week's Crop Hits 
Almost Everything 
Using Scarce Material 


By A. P. MILLS 


Washington, D. C., 
Civilian industry curtailments 
reached a new high this week as 
the War Production Board took 


April 1.— 


a series of second-quarter orders 
which are destined to make crystal 
clear to every consumer what “all- 
out war” means. 

The regulatory 


and cut down 
scarce materials 
products, ranged from _ brassiere 
hooks to lawn mowers, from elec- 
tric shavers to vacuum cleaners. 
Similarly drastic curtailment orders 
are being prepared for all other 
non-essential products using vital 


consumption of 


!of household 
| manufactured 
blitzkrieg, de-| May 31, until which date the indus- 
signed to step up war production| try will be permitted to operate at! harvest 


materials or turned out in factories 
which can be adapted to war pro- 
duction. 
Other Orders Likely 
This week’s action indicates that 
the day is not far distant when 


there will be no production of goods 
deemed non-essential if vital mate- 


|rials are consumed in the _ proc- 
ess. Even so-called “essential-to- 
civilian-life’’ industries are being 
curtailed. 

Highlights of the major steps 
taken coincident with the arrival 


of the second quarter of the year 
on April 1 are as follows: 

Vacuum Cleaners: Production 
|was ordered discontinued after 
| April 30, with the industry’s facili- 
ties to be converted 100 per cent to 


| war work. During April, the rate 
action on a broad front by issuing} of curtailment will be the same as| caskets 
a the past three months. 


Electrical Appliances: A long list 
will be 
last time 


appliances 
for the 


|'one and one-half times the 1941 


tain critical materials. 
Garment Closures: Use of copper 


| banned on five types of closures | 


for garments, and use of other 
materials restricted. 
Rubber Products: An amend- 


ADVERTISING AGE 


ment to a_ previous curtailment 
order eliminates entirely the use of 
crude rubber or latex in about a 
score of products, and reduces the 
consumption of these materials in 
more than 50 other products. 
Kitchen and Household Ware: 
Use of several metals was curtailed 
drastically on a lengthy list of 
kitchen, household and miscella- 
| neous articles, and use of any metal 
products deemed non- 


in those 
essential was forbidden after July 1. 
Toys: Production of toys and 
games made of metal, plastic or 
other materials needed for war was 
ordered to halt June 30, with one- 
fourth the 1941 rate of use of 
scarce materials permitted until 
then. 
Caskets: 
and steel 


Consumption of iron 
in the manufacture of 
and related burial equip- 
ment was cut, and use of all other 


metals except gold and silver was) 


prohibited. 


Mowers: Manufacture of all types | 


except those used to 
crops was banned after 
| June 30, and use of iron and steel 


of mowers 


in non-essential | rate though without the use of cer-| until then cut in half. 


Appliances Hit Hard 


The vacuum cleaner order means 
that the nation will have to get 
| along with the supply now in the 
ihands of dealers and the public, 


HERE'S WHY WE CALL ITA 


DOUBLE VALUE MARKET 


@ ‘First, take the City of Toledo. It’s a 
great market in itself. One of the most 
diversified you'll find anywhere. It's a 
natural in these war times—and don't 
forget that practically all the war pro 
duction in Toledo is being handled by 
Toledo’s regular plants—expanded to 


@ "Then take 
of the richest 


meet the war effort. Good substantial 


concerns that are always the backbone 


of sound business here. 


For a “look at 
you 
shown above—a 


the outlying area. One 
agricultural districts in 


the nation. Farm values and incomes 
in the Toledo ABC area are the highest 
in the state . . . city and country —a 
real double value market . . . Blade 
coverage? Just look at these figures!” 


the figures’’.ask us to send 


the Toledo Retail Trading Area map 


nd ABC and U.S. 1940 Census 


figures on the Toledo market. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


“Ee onio’s 


DOUBLE 


|dry equipment, 


|equipment previously 
‘other orders. 


plus those permitted to be made in 
the next 30 days. A likely result 
is that cleaners will be rationed 
before many months. 

The appliance order has perhaps 
the greatest significance for the 
merchandising and advertising 
world. The shutdown order effec- 
tive two months hence, except to 
fill A-1 or higher priority orders, 
means the end of an industry which 
has produced about $60,000,000 
worth of appliances annually. 

Electrical appliances are defined 
in the order as “any domestic or 
commercial appliances which have 
as functional parts electric heating 
elements of a total rated wattage of 
not more than 2,500 watts, or 
powered by an electrical vibrator 
or electric fractional horsepower | 
motor.” More than 50 varieties are 
mentioned in the WPB list, but this | 
is not intended as all-inclusive. 

Some of the more important | 
items affected by the stop order are} 
dry shavers, toasters, percolators, | 
cigaret lighters, waffle and flat) 
irons, juice extractors, table stoves, 
portable heaters, and heating units | 
for new electrical ranges. 


Metal Restrictions Stay On 


The order does not apply to laun-| 
vacuum cleaners, 
record-players and other electrical | 
handled in) 


Restrictions on materials for the| 
two months during which manu-| 
facturing will be permitted, ban 
nickel for nickel plating, aluminum 
not processed beyond the first 
stage by the time the order was 
issued, any pig tin, alloy steel, cop- 
per or copper base alloy. Until 
May 31, each manufacturer may 
produce appliances with a total fac- 
tory sales value of up to 25 per 
cent of the total value of appliances 
made by him in 1941, providing 
that the goods do not contain more 
than 15 per cent of the amount of 


electrical resistance material used 
in 1941. 

The copper cut in garment clo 
sures affects zippers, hooks and. 


eyes, snap fasteners and grippers, 
brassiere hooks, and the like. War 
orders excepted, no copper, copper | 
base alloy, steel, zinc, and zinc base | 
alloy may be used. Restrictions 
vary with the type of closure. 

The rubber amendment even 
reduces the rate of rubber use in| 
making gas masks. Storage bat- 
teries, automobile parts, water bot- 
tles and a host of other products 
are treated similarly. Over a dozen 
heretofore privileged products have 
been transferred to other categories 
in which the specific permission of 
WPB is necessary to use rubber 
or latex. 


Three Groups Set Up 


Kitchen, household and miscel- 
laneous equipment are divided into 
three classes. Group one includes 
kitchen utensils used primarily in 
the preparation, cooking and stor-| 
age of foods, and for this class iron | 
and steel consumption must be cut 
10 per cent for the next three 
months. Group two includes pots, | 
pans and pails, on which the cut is | 
30 per cent for iron and steel and 
50 per cent for zinc. The third 
group includes all closet and toilet 
accessories, cuspidors, candlesticks, 
curtain rods and the like. Use of 
all three materials is reduced 50 per 


'cent until June 30, after which no 
| metals of any kind can be used. 


The toy order affects all products 
containing such scarce materials as} 
metals, cloth, plastics, colors, oils 
and chemicals. Effective immedi- 
ately, only those materials 


| facturers’ 


be used, and then only until Jun: 
30. Toys boasting more than 7 pe; 
cent by weight of iron, steel, zin 
or rayon may be made until th: 
deadline only at a rate of 25 pe: 
cent of 1941. Enough metal to hold 
together pieces of wood or othe 
non-critical materials used as sub- 
stitutes will be permitted. 

The casket order forbids the use 
of bronze, copper, zinc and lead at 
once, and after July 1 no iron and 
steel can be used except in hard- 
ware and metal liners employed 
under prescribed restrictions. In- 
ventories of scarce metals in manu- 
hands were frozen and 
will be transferred to war plants. 


TOOTH PASTE, SHAVE CREAM 


“TRADE-IN” SETS PRECEDENT 
Washington, D. C., April 2.—The 


/merchandising implications of this 


week’s WPB order on collapsible 
tubes, restricting their use entirely 
for foods, cosmetics and most toilet 
preparations, and requiring that 
retailers can sell toothpaste and 
shaving cream in such tubes only 
when empty tubes are proffered in 
exchange, are enormous. 
Numerous products which can no 
longer be packaged in tubes may 


| disappear from retail shelves unless 


stocks are large enough to carry 
over until substitute packages are 
developed. Makers of competing 
drug and toiletry products not 
affected by today’s order will enjoy 
a temporary advantage, chief 
among them being makers of tooth 
powders and liquids not packed in 
tin, and producers of shaving prep- 
arations packaged in jars or bowls. 

The order restricts makers of 
tooth paste and shaving cream sold 


| in tubes to a production rate during 
| the next three months which is no 
| greater than that of the correspon- 


ding 1940 period. Use of 100 per 
cent tin tubes is prohibited except 
for certain ointments and pharma- 
ceutical preparations; others, in- 
cluding the tooth paste and shaving 
cream makers, must use tin-coated 
tubes, with a maximum tin content 
of 7.5 per cent. 


Must Supply Own Material 


The novel “trade-in” order on 


| tooth paste and shaving cream is 


the first of its kind to be issued by 
WPB. It sets a precedent in link- 
ing salvage, conservation and re- 
striction on production, and many 
believe that eventually tube manu- 
facturers will have to depend 
entirely on reprocessed tin re 
claimed from purchasers for mate- 
rials to make containers for non- 
essential goods. 

Restriction of the shaving cream 
and tooth paste output to 1940 
levels will work no_ particular 
hardship in these fields, ApverTIs- 
ING AGE is informed, since total 
demand has been practically static 
for several years. Going back two 
years for a base may cause some 
dislocations, however, since com- 
petitive conditions have changed 
somewhat in the interim, and half 
a dozen dentifrice makers who 
have improved their position since 
1940 may have some difficulty i 
completely supplying their demand 


Duram Heads Media 
Set-up at Kastor 


George Duram, radio time buye 
at H. W. Kastor & Sons Advertis 
ing Company, Chicago, has bee 
placed in charge of the agency 
media department, while retainins 
his function as time buyer. 

H. H. Hudson, Walter Kniffin an‘ 
Ed Stern will each concentrate « 


upon | the media problems of a particu! 


which processing has begun shall! group of accounts. 


“Ask your 
Agency 

to ask the 
COLONEL?’ 


THE 


FREE 


Exclusive 


5000-1000 Watts 


WMBD 


HEART OF ILLINOIS 
cBSs 


PEORIA 
& PETERS, INC. 


National Representatives 
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A NEWSPAPER 
GEARED TO THE PACE 
OF A CHANGING WORLD 


In keeping with what we feel is the inevitable trend 


of the times, the New York Post is now presented 


to its readers and advertisers in: tabloid size and 


format, retaining its present news, editorial and fea- 


Cte r ti iaw Rn ouwv” ™ 


_ ture services and adding nearly a score of others. 


| NOW, THE NEW YORK POST | 
| IS TABLOID SIZE- 


“a The success of the Saturday New York Post in its new tabloid form convinced us that 
va our decision to go tabloid six days a week was inescapably correct. Since it was first 
vho published, more than a month ago, the New Saturday paper at 5c has consistently out- 
“ sold the standard Saturday newspaper at 3c. Post readers and advertisers will appre- 
and ciate the advantages of convenience and display offered by the smaller page size, 


increased illustration and greatly expanded content. The price of the new newspaper 
to the public remains 3c Monday to Friday, and 5c for the Saturday issue, which 
includes a magazine and comic section. 


Dee The compact new page size of the Post is 205 lines deep by 5 columns wide, in place 
ning of the former 2384 line page. Advertising rates continue unchanged for the present 
ated and contracts remain in force. 


Plan now for a consistent advertising effort to take advantage of the intensified interest 


—_ in this improved newspaper. 


ew Yor 
GEORGE A. McDEVITT Co., National Representatives. NEW YORK, BOSTON, PHILADELPHIA, DETROIT, CHICAGO 
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April 6, 1942 


Ingersoll Warns 
Admen to ‘Sell 
War’ or Lose Jobs 


New York, April 2. — Ralph 
Ingersoll, editor of adless PM, today 


warned advertising men that they 
would be 
now” 


“out of jobs a year from 
unless they make themselves 
indispensable to the war effort. 

The former Time executive, in his 
third editorial urging the govern- 
ment and advertising men “to get 
together,” said: “No group of news- 
paper men, however bright and 
however imaginatively led, gath- 
ered together into Donovan or Mac- 
Leish committees in Washington, 
can sway the American’ people 
overnight. They are not salesmen 
and yet they have a salesmen’s job 
to do.” 


He pointed out that the govern- 
ment propagandists lacked the 
sweep and dash of four-color ads, 
the “homely ham” of Fred Allen 
r Jack Benny, all essentials for 
selling the American people the 
“harsh real fact of this war and 
instilling in them a grim, 
desire to kill the enemy.” 

“Like a fot Cake” 

Addressing advertising 
women in the second person, he 
said: “There is no group in the 
world as able as you are at selling 


men and 


people a product and an idea. But 
unless you demonstrate your use- 
fulness in this war nobody’s going 
to support you any more. . The 


corporations that have paid you to 
sell their goods will drop you like a 
hot cake when they don’t need 
you... 

“It would be a dreadful and fool- 


ish thing for this country to dis- 
mantle its priceless propaganda 
machine. But since the manufac- 


turers don’t need you and the gov- 
ernment doesn’t like you, that is 


relentless, 


what is going to happen to 
machine—unless you get together 
and work out a constructive pro- 
gram and sell it to the men who are 
running this war. 

“That program is this: A _ pro- 
gram for selling the American peo- 
ple the harsh, real facts of this war 
and instilling in them a grim, re- 
lentless desire to kill the enemy 
that has attacked us.” 


your 


Gilman Quits Packard 


Ill health has caused the resig- 
nation of Max M. Gilman, president 
of Packard Motor Car Company. 
Mr. Gilman suffered serious in- 
juries in an automobile accident on 
Jan. 22, and has been hospitalized 
since. 


“U. S. News” Reduces 
Guarantee Period 

The United States News, New 
York, has announced a _ reduction 
in the period of guarantee of adver- 
tising rates from 26 weeks to 13 
weeks, effective immediately. 


FORD LAUNCHES INSTITUTIONAL DRIVE 


looks through sted 


ee 
aber, » 


FORD MOTOR ‘COMPANY oF CANADA, LIMITED 


Tribute to the Canadian worker and factory scientist on the production lines 
features this first of a series of institutional advertisements by the Ford Motor 


Co. of Canada. 


The schedule includes 


metropolitan newspapers, rotogravure, 


selected magazines and business papers in Canada. 
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LOWER COST THAN WTAM'S 
?.000073 ee FAMILY 


Compare WTAM mathematically. 


Divide the 15 Minute Daytime Rate of 


each Cleveland Station by the number of families each claims in its 


Primary Area. 


Then, go a step further. 


Study the Surveys. 


Look at 


the number of actual listeners each Station has, all day, all night, all week. 


WTAM “adds up.” 


The “lowest-cost-per-ear” Station in Cleveland. The 


first choice of smart network, spot and local time buyers . . . coast to coast. 


WIA 


‘UH 
B 
REPRESENTED NATIONALLY |\C 


! 


50,000 WATTS 


NV 


NBC RED NETWORK 
OWNED AND OPERATED BY NBC 


BY SPOT SALES OFFICES 


K&M Releases — 


| Asbestos,” 


Copy to Retain 
Future Markets 


Philadelphia, April 2.—Adopting 
a new slogan as its advertising 
watchword, “Looking Ahead with} 
Keasbey & Mattison 
Company starts a new campaign 
this month which will include full 


and two-thirds page insertions in 
Business Week, Newsweek, Time 
and a list of business’ papers 


throughout 1942. 

The company’s advertising will 
continue to point out what the vari- 
ous K & M products are designed 
to do and how they contribute to 
greater efficiency and economy. 
This type of copy, according to 
J. H. Dingee, advertising manager, 
“is an effective preventive against 
the inroads of substitute materials 
which have their origin during 
times of shortages and greatly in- 
creased demand.” It helps retain 


product acceptance and customer 
goodwill built up after years of 
|combined sales and advertising| 
effort, Mr. Dingee said. 


The new series will show how 
Keasbey & Mattison research labo- 
ratories are seeking new uses for 
asbestos, and how the product will 
be employed in meeting future 
needs in a more efficient manner. 
Others are asked to offer sugges- 
tions which might lead to greater 
use of the product when war re- 
strictions are relaxed. The com- 
pany manufactures asbestos-cement 
shingles and wallboards, asbestos 
and magnesia insulations for pipes, 
boilers and furnaces, asbestos tex- 


tiles, electrical materials, marine 
insulations, acoustical material, and. 
other products. 


Geare-Marston, Inc., directs the! 
account. | 


Chain Tests Validity 
of Tire Ration Order 


Guy O. Bryan, Southern Califor- 
nia chain tire dealer, has been tem- | 
porarily restrained from selling 
tires without rationing orders. Re- 
garded as a test of the tire ration- | 
ing order's constitutionality, the | 
defendant admitted he had _ sold 
$28,000 worth of tires since the} 
freezing order in December. | 

Defense attorneys for Mr. Bryan 
contended that he would be insol-| 
vent if his chain of companies can- | 
not operate, and that his case is 
typical of 60,000 other dealers in 
the nation. The temporary order 
was granted on further tire sales 
pending government action for a 
permanent injunction. 


WHN Rates Remain Same 
WHN, New York, 
card No. 10, 


has issued rate 
effective Dec. 1, 1941, 


which shows the elimination of 
participating announcements. Spot 
announcements are sold only at 
station breaks. 
Publishes Data Book 

The 1942 Virginia Newspaper 
Directory has been published by 
James C. Latimer, Petersburg. In 


this, the seventh annual edition, the 
state’s newspapers, banks, real 
estate, parks and _ miscellaneous 


publications are listed 


| scheduled to appear 


| awarded 


Shulton Expands 


Special Promotion 
for Father's Day 


New York, April 1.— With copy 
in 200 news- 
papers and nine magazines, Shul- 
ton, Inc., this week released plans 
for its annual Father’s Day promo- 
tion of Old Spice men’s toiletries. 


In addition to the usual window 
display contest for dealers, this 
year’s promotion will feature a na- 


tion-wide consumer jingle contest, 
with prizes totaling $6,550 to be 
in defense bonds and 
stamps. 

Magazine advertising will feature 
best-selling items in the Old Spice 
men’s line and each insertion will 
describe the jingle contest. Special 
Father’s Day copy will appear dur- 
ing June in Shulton’s regular maga- 
zine list, comprising Collier’s, 
Esquire, Fortune, Liberty, Life, Na- 
tional Geographic, The New Yorker, 
The Saturday Evening Post and 
Time. 

Newspaper ads will start June 7, 
two weeks before Father’s Day. 
Three-column insertions, both roto 
and black and white, are scheduled 
for 200 papers in 180 cities through- 
out the country. 

Wesley Associates is the Shulton 
agency. 


WSRR, WHDH Join Blue 


Station WSRR, Stamford, Conn., 
will join the Blue Network April 15 
as a basic supplementary outlet. 
Effective June 15, Station WHDH, 
Boston, will become a basic outlet 
of the Blue, replacing Station WBZ. 
Boston. 


NEW HAVEN 
is Zinst! 


The first railroad trains in Ameri4 
to bear a name had their bapt»™ 
in New Haven, the Federal and (0° 
lonial express. These New Have” 
trains that celebrated their goler" 
anniversary in 1926, serve more «nd 
greater centers of population ('4" 
any others in America and connect 
the capitals and largest cities of ‘w° 
great countries, United States an? 
Canada. 


Che New Haven Register 
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ADVERTISING AGE 


i ae ee Me 


The fairy story that never fades... 


Peter Rabbit, Babar, Mother 
Goose and Black Sambo are left for 
the babies. 

Hans Christian Andersen, the 
Oz creatures, the Silver Skates, 
Black Beauty, Rover Boys and the 
Little Colonel all have their day. 

Ivanhoe, David Copperfield and 
Treasure Island for a while share 
shelves with Ralph Henry Barbour 


and curious current bookfellows. 


Readers grow up to become 
Ph.D.’s or scanners of front pages, 
society and sports columns. 

But few people ever stop reading 


the Sunday comics... 


The comics—the characters and 


their antics, the colors — fascinate 


Metropolitan 


Philadelphia Inquirer . Pittsburgh Press . 


Cricaco: Tribune ‘Tower «+ Drerrorr: New Center Bldg. + San Francisco: 155 Montgomery St. + 220 East gad St., N.Y. 


Providence Journal e 


the small try even before they find 
“the funnies” funny. And the comics 
win smiles and sympathies from the 
sixty year olds. 

The psychologists haven't made 
up their minds yet, as to why most 
people read comics. Their books 
bristle with “escapism,” and other 
involved explanations. But the fact 


rr, ] 
es 7 hg} 
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means more than the reasons behind 
it... And the fact is that Sunday 
comics hold their attraction through 
all age groups for most people. 

In view of that attraction, and 
its extent, the Sunday comics section 
is Obviously a most advantageous 
advertising medium. Pick the best 
Sunday comics sections in the best 
urban markets the combination is 
the Metropolitan Group. 

These comics sections have a 


better audience rating than most 


Group 


Baltimore Sun « Boston Globe ¢ Boston Herald « Buffalo ( fourier-Express e Chicago Tribune « Cleveland Plain Dealer « Des Moines Register 
Detroit News ¢ Detroit Free Press « Milwaukee Journal ¢ Minneapolis Tribune & Star Journal « New York News e New York Herald Tribune 


Rochester Democrat & Chronicle ¢ St. Louis Globe-Democrat 
St. Louis Post-Dispat« h © St. Paul Pioneer Press ¢ Springfield Union & Republican ¢ Syracuse Post-Standard « Washington Star ¢ Washington Post 


printed or broadcast entertainment 
a 75°, readership among adults. 
With over 11,000,000 circulation, 


the Metropolitan 


( sroup 


exerts 


advertising pressure in a thousand 
urban markets, reaches one-third of 
the country’s families. Moreover, 
Group readership and circulation is 
concentrated in states that account 
for two-thirds of retail sales. 

A half page unit, in four colors, 
permits the realistic presentation of 


_ ot a tull 


package and product 


_~ 
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and effective story. And for all its 
spread, and all its power . . . the 
cost of Metropolitan Group is low. 


lnvestigate—soon! 
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ADVERTISING AGE 


April 6, 1942 


Hold Retailers’ Clinic 
on Bond, Stamp Sales 

A national retailer’s clinic on the 
promotion and sale of United States 
savings stamps and bonds will be 
held in Chicago Monday, May 4, at 
Hotel Sherman, according to Maj. 
B. H. Namm, chairman of the Na- 
tional Retail Advisory Committee. 
The clinic will be sponsored by the 


Treasury Savings Staff, the Cook 
County Retail Council, the State 
Street Council and the Chicago 


Federated Advertising Club. 

National retail organizations have 
promised to sell a billion dollars 
worth of stamps and bonds in 1942, 
and Illinois’ quota will be just short 
of 73 million. The May 4 confer- 
ence may feature Henry Morgen- 
thau, Jr., Secretary of the Treasury, 
who has been invited to be the 
principal speaker at the luncheon 
meeting that day. 


Treasury Mats Available 


A portfolio of Treasury mats of 
five-column width has been made 
available for newspapers, advertis- 
ers and agencies. The portfolio 
gives considerable help in writing 
copy and preparing advertisements 
in which the sponsor wishes to 
make mention of defense stamps or 
bonds. Information and portfolios 
may be secured from the Defense 
Savings Staff, Treasury Depart- 
ment, Washington, D. C. 


Scarce Pigments 
Limited fo 10% 
of 1941 Value 


Jashington, D. C., April 1.—The 
printing ink industry received its 
war orders this week upon issuance 
by WPB of a curtailment edict lim- 
iting use of certain scarce materials 
to 70 per cent of the 1941 rate. An 
order issued concurrently assigned 
a preference rating of A-5 to assist 
manufacturers in obtaining re- 
stricted materials. 

It is not expected that the cur- 
tailment order will have a drastic 
effect on the volume of color adver- 
tising. Production during the base 
year was at a high level, and in 
addition some uses of color ink have 
been reduced materially by war 
conditions. Color printing of labels, 


for example, was automatically cut | 


when output of tin cans was re- 
stricted. 

The curtailment order, M-53, 
limits manufacturers to 70 per cent 
of the amount used in the corre- 
sponding quarter last year of 
following materials: chrome yellows 
and oranges, molybdate orange, 


the | 


chrome green, orange mineral and 
organic pigments. Iron blue con- 
sumption is restricted to 100 per 
cent of the 1941 rate. 


Use of Toners Hit 


Banned by the order is use of oil 


soluble toners in any black or news 
ink. Use of alkali blue or other 
organic toner in black ink is re- 
stricted to 8 per cent by weight in 
paste form or 4 per cent in the form 
of dry color. Also prohibited en- 
tirely is use of glycerol phthalate or 
phenolic resins to make gloss inks, 
a number of substitutes being avail- 
able in this field. 

The priority order, P-94, assigns 
a preference rating of A-5 to 50 per 
cent of the average monthly use in 


1941 of the organic colors and pig- | 


ment restricted by M-53 to 70 per 
jcent. Iron blues, zincated resins 
and ester gum may be purchased 
under the rating up to 80 per cent. 


Ink producers are required to 
make monthly reports to WPB. 
Form PD-345 to be used for this 


| purpose will not be available for 
j}another 10 days. Both orders are 
‘effective immediately, with the 
| priority grant expiring June 30 and 
|the other being without a terminal 
| date. 

Neither order placed any restric- 
tions upon ink manufacturers as to 
‘how they shall use materials, which 


Layin’ a Bead 


%® Alert spot advertisers are “layin’ a bead” on the oil fields 
of East Texas and North Louisiana. 
ducing oil wells are pouring “black gold” into the wide- 
open wallets of 370,000 able-tto-buy radio families.* 
are the listener-buyers in the primary and secondary cover- 
age areas of the most potent sales medium in the South 


50-kw KWKH. 
Include KWKH on your “A” 


federal agencies for 321 million 


#CBS sets net daytime circ 
nighttime at 425,000, Ask 
details, . 


schedule 
in the world’s richest oil and gas fields, an area selected by 


Thirty thousand pro- 


These 


... for more sales 


dollars of war construction. 


ulation at 318,000; net 
Branham Company for 


Member South Central Quality Network 


The wonder bead is the strongest link in the 
network of pipe lines joining the prolific oil 
American In 


fields of the KWKH area wit! 


Justry 


7 


A Shreveport Times Station 


SHREVEPORT, LA. 


The SELLING PQWER inthe BUYING MARKET 


SET UP NEWSPAPER ADVISORY GROUP 


= 


United Newspaper Advertising, Inc., which plans to act as a national jobber of 
newspaper space, set up a newspaper advisory board at a meeting held in 


Chicago, March 27-28. 


Members of the board, shown here, are (seated): 
R. H. Ferger, Cincinnati Enquirer; John F. Tims, Jr.. New Orleans Times-Picayune 
and States; Enoch Brown, Jr., Memphis Commercial Appeal. 


Standing: William 


F. Johns, St. Paul Dispatch and Pioneer Press; David R. Daniel, Hartford Times; 
E. A. O'Hara, Syracuse Herald-Journal; and Henry M. McClaskey, Louisville 
Courier-Journal and Times. 


means that some saving can prob- 
ably be achieved through slight re- 
ductions in strength. Nor do the 
|rulings restrict manufacturers as to 
| which customers shall receive prec- 
edence or which uses are to be 
| curtailed. 


BRONZE LIMITED 

Washington, D. C., April 
Limited use of bronze powder, ink 
paste and leaf by the printing and 
publishing industry will be per- 
mitted until May 31, WPB has ruled 
in an interpretation of an earlier 
copper conservation order which 
caused confusion. After that date, 
however, the industry must get 
along without these copper deriva- 
tives. 

WPB ruled that these are decora- 
tive uses, all of which were banned 
after March 31 under terms of the 
original order. Because of the mis- 
understanding, a 60-day stay was 
granted, providing certain condi- 
tions are met. 

Until May 31, printers and pub- 
lishers may use 162/3 per cent of 


the amount consumed in 1941—but 
all must come from present in- 
ventory. Those intending to take 


advantage of the stay must file with 
WPB by April 20 a statement of in- 
ventory as of March 31, including 
all bronze powder, ink, paste and 
leaf on hand and how much was 
used last year. 

WPB has ruled that other uses of 
copper and copper products by the 
printing and publishing industry 
and related trades are not decora- 
tive. Hence they are governed by 
the general copper restrictions lim- 
iting use in any quarter to approxi- 
mately 70 per cent of consumption 
in the final quarter of 1940. 


. 
UNA Completes National 
‘Unit Plan at Session 
Publishers and business execu- 
tives of seven newspapers, com- 
prising the newly-formed advisory 
board of United Newspaper Adver- 
tising, Chicago, met in Chicago 
March 27-28 to complete details of 
the National Unit Plan. The Na- 
tional Unit Plan, sole holdover from 
the many attempts to sell block 
advertising, has as its aim the com- 
bining of newspapers in the coun- 
try’s key markets into a block to 
compete with other media. 


2.—| 


Harvey Malott, UNA president, 
presented the board with written 
endorsements of the plan, repre-| 


senting more than 80 
ing were the list and 
newspapers endorsing the plan, 
coverage pattern of their combined 
circulations, rate card terms, 
method of handling reproduction 
materials for the benefit of advertis 
ers and agencies, and general terms 
of the agreement between partici- 
pating newspapers and UNA. The 
final draft of the N~ onal Unit 
Plan is being readied for submis- 
sion to newspapers, and the rate 
card is expected to become 
tive May 1. 


Name Evans Associates 


Bell & Zoller Coal Company. Chi- 
cago, and Infilco, Inc., 
manufacturer of power plant prod- 
ucts, have named Evans Associates, 
Chicago, to direct their advertising. 


newspapers. 
Subjects discussed during the meet- | 
pattern of 


effec- | 


Chicago, | 


Bank to Promote 
‘Civilian Service’ 
in 16-Ad Series 


Milwaukee, April 2.—With a full 
newspaper page using extra color, 
the First Wisconsin National Bank 
started a “civilian service” cam- 
paign this week which is to include 
15 follow-up advertisements, all 
aimed at helping Wisconsin men 
and women find their most effective 
roles in the war effort. 

Headlined, “We're all in this to- 
gether ... all the way!” the opener 
appeared March 31 in the Milwau- 
kee Journal and today in the Mil- 
waukee Sentinel. It lists “19 ways 
all of us can help.” This civilian 
service guide, covering virtually 


|}every phase of home front partici- 


pation, is to 
smaller 


be followed by 15 
advertisements featuring 


illustrations of typical citizens with 


headlines such as “I’m fighting in 
overalls!” and “I take dictation- 
but I don’t like dictators!” Copy 
combats needless spending and 
urges all-out thrift to forestall in- 
flation. No bank service or facility 
is mentioned. 

The current campaign is in addi- 
tion to local advertising which fea- 
tures timely bank services, and to 
the bank’s four painted bulletins 
which are promoting defense bonds 
and stamps. Scott-Telander directs 


| the account. 


SNPA Meets Sept. 28-29 


The 40th annual convention of 
the Southern Newspaper Publish- 
ers Association will be held at The 
Arlington, Hot Springs, Ark., Sept. 
28-29. 


Changes to Weekly 


The Evening Journal, Berlin, 
Wis., has suspended publication as 
a daily newspaper and is being 
published as a weekly. 


SELL 
TOMORROW'S MARKET 
THRU 
TODAY'S JUVENILES! 


JUVENILE MARKET GROUP 
480 LEXINGTON AVENUE 
NEW YORK CITY, M. ¥. 
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HEAVY READERSHIP 


| The last ten 


years are 


the hardest 


USPICION whispers thao 

the past decade was one of 
certain business tribulation. The 
words “depression” and “unem- 
ployment” have been bandied 
about. Yet 64 per cent of this 
Company's nearly 14,000 em- 
ployees had steady jobs during 
che whole of that trying period. 


. . . 


In any community of 14,000 
souls, any ten years mean that 
some people retire, some die, 
some move, some become base- 
ball players or movie actors, 
Actually that 64 per cent means 
that by creation and spread of 
work —particularly during the 
carly, jittery days — this Com- 

any set an outstanding exam- 
ple of employment stability for 

5 entire of ganization. 

a ee 

Today 8962 employees are 
entitled to service pins show- 
ing they have been from 10 to 
45 years with the Company. Of 
these, 1970 have 10-year pins — 
indicating they began a period 
of steady employment at a time 
when payrolls were taking a 
beating. 

i a 

Ic does not discount their 
loyalty and efhciency to point 
out that hundreds would never 
have won those pins but for 
this Company's steadfast deter- 
mination to make job-security 
s reality— particularly when ic 
was needed most. That's one 
reason this Company is proud 


Maybe Confucius said: 
“My Wants Are 
Few—I Care 
ONLY for the 
BEST” 


ERHAPS YOU wouldn't 

recognize a fugue if you met 
one in an alley. Perhaps you 
don't know a sonata from « 
sofa. Yet you needn't know 
how a rose creates its perfume 
to enjoy it. And you don’t have 
to dissect music to enjoy the 
best. Fritz Kreisler says you rec- 
ognize it by your goose-fesh. 


. 

Great music doeg stir every- 
one — rich man, poor man .., 
highbrow, lowbrow — particu- 
larly when it combines ws geo- 
ius of a master composer, 
fine orchestra, and a top-flight 
conductor like Pierre Monteux, 
Wherefore the Standard Sym- 

hony Hour has become a bome 


if 
InoUtuuon, e 


Our fan mail tells us that 
every Thursday evening a 8 
o'clock Mutual stations are 
dialed by listeners in overalls 
«..in silken gowns... and even 
in diapers. Anyhow, a mother 
recently thanked us because her 
15-year old son had known 
great music “from birth.” Of 
course, the Symphony Hour isa't 
yet 13—but it's past 14. 

. 


Some people, we know, 

fer le jazz bot or le crack wise. 
But, honestly, what other pro- 
gram has the recommendation 
of thousands who have made 
it part of their lives — since 
Coolidge was president? We 
hope that ue are sharing their 
pleasure. For it's our way of 
saying “Thank You” for patron- 
age—often of longer standing, 
even, than the Standard Sym- 
phony Hour. 

ee040080 970 

THURSDAY, 8-9 P.M. 

747th WEEKLY STANDARD SYMPHONY 


Pierre Monteus, Conducting 


of the people who wear those m ot 


pens —and those who wear the 


peas are proud of this Company. i 
™ Prvedord peer Stronante 
dard Oil C 
es _ = Standard Oil Company 
of California of California 


At the left is one of the 10-inch single- 
column non-product advertisements which 
has helped boost reader interest in | 
Standard Oil Co. of California. It ap- 
peared in April, 1940. A more recent | 
ad in the continuing series is reproduced 
at the right. 


Chatty Column 
Aids Oil Company 
Build Good Will 


San Francisco, April 1.—To 3,- 
000,000 readers of 40 metropolitan | 
newspapers from Phoenix, Ariz., to! 
Spokane, Wash., and from Salt! 
Lake City to Honolulu, a weekly 
word picture of the human quality | 
of Standard Oil Company of Cali- | 
fornia has steadily been building 
sound public relations since April, 
1938. 

In 10-inch single column copy the 


company presents a chatty col- 
umnist’s treatment of behind the 
scene activities, of the relation of 


the company to current conditions, 
of tax problems, of 8,982 employes 


entitled to service pins showing 
they have been with the com- 
pany from 10 to 45 years, of the} 


treasurer in his 28th different job 
in the organization, of a window 
washer who in his years of service 
has been putting his daughter 
through college and now is “retir- 
ing” with a sense of pleasant secur- 
ity. 

“Mercy For Sale” headed a Red 
Cross appeal so effective that sev- 
eral thousand reprints were sought 


( SUPERE 
ART-COPY 


\ Chromart Colorprint from 
Kodachrome is the best that 
money can buy. 


for organizational distribution. 
Twenty - five thousand reprints of 
one column dealing with the Ameri- 
can Legion were furnished on re- 
quest. Another dealing with Com- 
munity Chest drives has been re- 
leased at the proper date in the 
various localities. 

There have been salutes to in- 
dustries such as railroads, dairies, 


| timber. One heading was “It Makes 


a Whale of a Difference to the 
Whales.” Another, “Around the 


Horn in a Tin Can.” 

Never illustrated, this easy-read- 
ing paragraphic column is prepared 
by an outside writer in collabora- 
tion with Walter J. Held, public re- 
lations manager of Standard Oil, 
and is then scheduled through the 


Osborn. This is not product ad- 
vertising, although it occasionally 
does an indirect selling job, such as 
the column which discussed Stand- 


ard’s radio program, but it has 
built up a large reader audience 
and pulls a surprising volume of 
mail. 


Starts Utility Contest 

The Public Utilities Advertising 
Association has begun its third an- 
nual Better Copy Contest, and will 
present regional and national 
awards in 18 classifications. Rule 
booklets were mailed out March 15, 
and all entries must be in transit to 
regional chairmen by April 15. 
Copies of the rule books may be 
secured by writing R. I. Seymour, 


; |Kansas City Power & Light Com- 
agency, Batten, Barton, Durstine & 


pany. 


Business Paper 
Linage for March 
Holds Even Keel 


Chicago, April 1. — Although 
showing a gain of 1.7 per cent for 
the first quarter of 1942, business 
papers carried 0.5 per cent less 
advertising in March issues than 
during the same month of 1941, 
according to figures compiled this 
week by Industrial Marketing. Per- 
centages are based on reports from 
115 publications. 

Papers serving the _ industrial 
fields reported gains which put 
March issues 4.3 per cent ahead of 
March, 1941. The 85 papers in this 
group reported 9.4 per cent more 


business for the first three months 
of this year than last. 

The 18 trade papers in the tabu- 
lation showed a 20.1 per cent loss 
in advertising in March issues, and 
a 13.4 per cent loss for the opening 
quarter as compared with last year. 

Class publications likewise were 
down in March, reporting 14.3 per 
cent less advertising for March 
issues, and a 5.2 per cent drop for 
the three-month period as against 
last year. 


Steffen to Chek-Chart 


A. R. Steffen, formerly with 
Sherman & Marquette, Chicago 
agency, as assistant treasurer, has 
joined Chek-Chart Corporation, 
Chicago, and will head the account- 
ing department. 


li possesses full art-copy qual- 
Uy, as required by makers of 
hie color plates. That is why 
leading agencies rely on our 
print: service, 


\ Chromart can be dramat- 
ically displayed. retouched, 
pasted into artwork. A 


kK dachrome cannot, 


Py ces 


Rule! 


PHOTOCHROME 
837 North Fairfax, Hollywood 
Overnight by Plane 


start at $38. Investi- 


OWHERE can you find anything to equal the 
majestic beauty of Niagara Falls and the 
mighty surge and roar of its turbulent water. 


Nor can you find another medium like WTIC for 
selling the Southern New England market —a 
market where buying income is far above the 
national average. * 


Reach the prosperous people here through their 
favorite source of news and entertainment. . 

WTIC... and discover why wise national adver- 
tisers agree that 


THERE’S NOT ANOTHER LIKE IT! 


*Sales Management, December 1, 1941 


_ The Travelers Broadcasting Service Corporation — 


mber of NBC Red Network and Yankee Network 
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ADVERTISING AGE 


April 6, 1942 


Nation’s Ad Clubs Swing 
Into Action on War Front 


Groups in Various 
Cities Give Support 
to Defense Drives 


| Editor’s Note: Well-defined pro- 
grams to aid the war effort were 
launched in many U. S. cities im- 
mediately after the Jap attack on 
Pearl Harbor and since have proved 
their value to the respective com- 
munities in bolstering civilian de- 
fense. 

Activities of some of these adver- 
tising and sales clubs through war 
efforts committees and other war- 
time groups, including efforts to 
solve the dislocation of employment 
due to production curtailment in 
many lines, are presented herewith. 
ADVERTISING AGE will continue to 
report, from time to. time, the 


efforts of these club members in| 


civilian war work.| 


Cleveland, O., April 2.—Tangible 
results testified this week to the 
worth of the War Effort Committee 


set up by the Cleveland Advertis- | 


ing Club to combat the common 
enemy on the home front. 

To head this important wartime 
group, the club chose Sterling Gra- 
ham, advertising manager of the 
Cleveland Plain Dealer, and named 
23 distinct subcommittees each 
delegated, under his general super- 
vision, to a certain field of war 
work. First plans to muster the 
club’s resources in the all-out effort 
were discussed in January and 
within a few weeks more than 200 
of the 600 members had_ volun- 
teered for work. 

The committee’s first job went 
over with a bang. A special pub- 
licity group got behind Mayor 
Lausche and the city’s scrap iron 


collection. Adclubbers’ succeeded 
in getting daily spot announce- 
ments about the drive over all 


Cleveland radio stations; the print- 
ing of 200,000 handbills, delivered 
by Boy Scouts; the donation of a 
large number of 24-sheet posters 
by the Central Outdoor Advertis- 
ing Company; the loan by the 
White Motor Company of many 
Army half-tracs and prime mover 


trucks to cruise city streets, manned | 


by American Legionnaires and 
accompanied by Boy Scout buglers; 
posters on the rear of Cleveland 
street cars, furnished by the Rail- 
way Advertising Company of 
Cleveland; and full publicity in the 
Cleveland News, Plain Dealer, Press 
and Shopping News. 


Pledge Drawn Up 


Another special 
delegated to write a citizen’s pledge 
for adoption by all willing to 
aid the country’s war efforts. That 
pledge was drafted by Frank Otte, 
Stanley Patno and Ralph Leaven- 
worth, of Fuller & Smith & Ross. 
Printed copies are being distributed 


Compactness of the A. B. C. 
City Zone (within a 3V2-mile 
redius) makes checking test 
ads easy in Troy. The Record 
Newspapers, sole dailies, reach 
“everybody” in this major 
New York State market of 
115,000 consumers, 


committee was 


and industries are being urged to 
make use of them. No copyright 
was obtained on the pledge, which 
also was promoted by Cleveland’s 
newspapers. 

Lieut. Gen. Ben Lear addressed 
the club at its March 11 meeting 
through efforts of the Graham com- 
mittee, and the speech was printed 
verbatim in the Press, together with 
the citizen’s pledge and a page one 
box calling attention to the club’s 
work. 

The White Motor Company, im- 


pressed with the campaign, agreed 


to parade its half-trac reconnais- 
sance vehicles through downtown 
Cleveland—to give the _ general 
public a first-hand view of war 
work actually being accomplished. 

Results already credited to the 
War Effort Committee have led to 
inquiries from many sources, and 
requests from clubs of other cities 
for speakers to outline what the 
Cleveland contingent has already 
done and plans to do in the future. 

Committee organization, under Mr. 
Graham, includes subcommittees on 
civilian morale, research, rationing, 
consumer interests, fair rents, 
“Uncle Sam’s Salesmen,” blood 


bank, scrap collection, Red Cross, 
civilian defense, USO, first aid, re- 
cruiting, war bonds and stamps and 


a service group comprised of news- 
papers, posters, radio, speaker's 
bureau, mailing, organization and 
research, advertisers, movies and 
slides, and literature. 


TEXAS CLUB SETS UP 
WARTIME COMMITTEE 

San Antonio, Tex., April 1.— 
With the reminder that ‘General 
MacArthur’s men are not holding 
out for 40-hour weeks,” an open 
letter drawn up by the new Civilian 
Defense Committee of the San An- 
tonio Advertising Club has been 
dispatched to the Texas delegation 
in Congress. 

The committee, named to meet 
with the mayor, city commissioners 
and local defense coordinator, was 
established to help sell the civilian 


defense program to the populac; 
and to cooperate in public relation 
matters. Jack O’Brien is chairma; 
of the group. 

Irked by reports of productio; 
delays, the committee framed 
letter, later approved by the entir: 
club membership, requesting tha’ 
“legislation be passed immediate], 
which automatically will place j; 
labor battalions all persons slowin, 
up or interfering in any way what- 
soever with the progress of the pro- 
duction forces. They should be 
termed saboteurs and treasonab| 
individuals, and be treated accord- 
ingly.” Copies of the letter wer: 
sent to advertising clubs in the 
Tenth District of the AFA, the 
Texas Press Association and news 
paper columnists and radio com- 
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mentators. 
The committee has won the 
cooperation of all media in pro- 


moting civilian defense efforts in 
the San Antonio area and has asked 
for an exchange of ideas and re- 
orts with other advertising clubs 
ngaged in similar defense work. 


ELLIS PLAN SPREADS 

St. Louis, April 1.—Success of 
the initial plan for civilian defense 
) St. Louis county has led to the 
ppointment of Charles W. Bolan, 


vdvertising manager of Carter Car- 
Luretor Corporation, by Hugh Ste- 


yens, 


Missouri Administrator of 
vilian Defense, to take over the 
inning job for the entire state. 

The company will release Mr. 


jolan for the work, which started | 


with a carefully-coordinated plan 
in St. Louis County based on mar- 
keting and merchandising methods 
formulated under Ellis plans. Mr. 
Ellis has waived all royalty on the 
use of his methods in the interest 


of national service or defense, Mr. | 


Bolan said, provided no payment is 
received by the person doing the 
work. 


CLUB PLANS EXHIBIT 

Baltimore, Md., April 1.—Mem- 
bers of the Advertising Club of 
Baltimore will stage a “War Time 
Parade” of exhibits at the Emerson 
Hotel April 7 to advise the entire 
membership of what fellow adclub- 


_bers are doing to aid the all-out 


war effort. 


Changes in the appearance of 


entire plants will be one of the fea- 
tures of the one-day show, along 
with other wartime operations to 
be depicted in the individual ex- 
hibits. 


TO AID SALESMEN 


St. Louis, April 1.—To aid one of. 


the casualties of war—unemployed 
salesmen and women—the Sales 
Managers’ Bureau of the St. Louis 
Chamber of Commerce has _insti- 
tuted a program to help these peo- 
ple who are losing jobs because of 
curtailment of civilian activities. 
The bureau, in conjunction with 
the United States Employment 
Service, has formulated a_ plan 
calling for immediate registration 
of all salesmen who have been 
“eliminated” because of the war or 


there’s one flame that’s never extinguished...the flame 
that burns steadily and constantly in the breasts of true 


home-lovers. 


For home—and the wish to make it more pleasant, 
more satisfying—is a desire as old as man; an emotional 


...Lhis Flame ts Undying 


Let the winds of chance and change blow as they will, 


need that is woven into the very fiber of his being. 


In America today more than 2,400,000 families are 
turning to Better Homes & Gardens for help in solving 
the many new problems of home management. From 
its pages they are learning how to buy to better advan- 
tage—how to plan today’s purchases in terms of to- 


morrow’s needs. 


Better Homes & Gardens is centered entirely on the 
home—without a line of fiction or irrelevant material 
—is concerned wholly with providing genuine help in 
guiding and directing the buying emotions of its home- 
loving readers. Every line, every page is dedicated to 


a policy of helpfulness in homemaking. 


That is why Better Homes & Gardens is, today, 
America’s foremost influence in the suburban home 
market. And whether your present product is now avail- 
able—or will be tomorrow—Better Homes & Gardens 


will continue to build and hold business for you. 


Better Homes & Gardens 


—Helping more than 2,400,000 Suburban Home Families Plan for 


Today—and Tomorrow. America’s Biggest Suburban Home Market 


who are about to lose employment; 
and to use these men and women 
wherever possible in defense and 
other lines for the duration. Clear- 
ing house for the program is the 
office of the Employment Service, 
410 North Broadway. Business 
executives, in a_ special mailing, 
have been urged to support the 
program by getting salesmen to 
register and by interviewing men 
who may be used in _ industries 
where new jobs have opened up. 


ADOPTS VICTORY PROGRAM 

Peoria, Ill., April 1—A double 
program to aid the Victory drive 
moved forward this week under 
sponsorship of the Peoria Advertis- 
ing and Selling Club. One phase 
supports the stamp and bond cam- 
paign while the second is aimed at 
improving the executive personnel 
of the area. 

The adciub has underwritten all 
expenses, for the remainder of 1942, 
of the Greater Peoria Victory Bond 
Organization started by a local busi- 
nessman to support the bond sale. 
Contributions were asked from club 
members and more than half re- 
sponded within the first week. 
Coordinating the drive is W. Earl 
MacDonald, chairman of the club's 
defense committee. 

Leaders in community affairs, 
civilian defense work and business- 
men have joined with club mem- 
bers in attending a series of classes 
on business thinking and organiz- 
ing, a short course built around the 
use of mechanical aids for thinking 
developed by Lynn W. Ellis, man- 
agement engineer. George C. Mc. 
Nutt, Ellis Plan expert, is present- 
ing the course at weekly meetings 
which got under way March 12. 


ADCRAFT GROUP NAMED 


Buffalo, N. Y., April 1.—The 


membership of the Buffalo Adcraft | 


Forum has been mobilized to act as 
an advisory committee on publicity 
for the civilian defense program in 
the Buffalo area. 

S. H. Ensinger, advertising man- 
ager of Remington Rand, Inc., has 
been named liaison man to the 
office of the civilian defense direc- 
tor. 


$110 Million Set 


as Filmdom’s ‘41 
Advertising Bill 


New York, April 1. America’s 
motion picture industry invested 
$110,750,000 in advertising in 1941, 
$750,000 more than during the pre- 
vious year, according to the 1942 
Film Daily Year Book published 
yesterday. 

Of the total, $80,750,000 was 
expended in the United States, the 
remainder in Latin America and 
other markets open to U. S. films. 
Domestic newspaper, magazine and 
business paper advertising totaled 
$66,750,000, outdoor, $8,000,000, and 
direct mail $6,050,000. Total world 
film advertising expenditures were 
estimated at $185,000,000. 

Jack Alicoate, editor and pub- 
lisher of Film Daily, states in the 
yearbook that greater expenditures 
in England and other countries 
open to U. S. films largely offset 
the drop in markets closed by the 
war. 

The year book reports that the 
film industry is fifth in rank in 
total advertising, publicity and pro- 
motional expenses, while only 34th 
in total business volume. The in- 
dustry, including theaters, places 
approximately 16,000 film ads daily 
in various U. S. media. 

The statistics were compiled from 
original sources by Film Daily. 


Swing to Get Award 


The Award of Merit, offered each 


year by the Poor Richard Club, 
Philadelphia, will this year be 
given to Raymond Gram Swing, 
Mutual’s noted news analyst. The 


made at a 
for Tuesday, 


presentation will be 
luncheon scheduled 
May 5. 


Gets Lithocrafters Account 


Lithocrafters, Camden, N. J., 
maker of syndicated display ma- 
terial, has appointed Seberhagen, 
Inc., Philadelphia, as advertising 
agency. 


CODE FOR CITIZENS 
A CITIZEN'S PLEDGE 


iM 


WARTIME AMERICA 


“« a 
aleeeeeatil ohmnmmana 


| pledge myself to the common cause by eager 
submission to any sacrifice that hastens Victory 


1 will keep physically fit and spiritually calm. 
1 will not indulge in careless talk, in idle fears, 
or selfish ambitions 

1 will exert my greatest energies to help in the 
fulfiliment of our War Production Program 

1 will give generously of my time to Civilian 
Detense Projects 

1 appreciate that business is mot as usual. | 
accept this situation cheertully and pledge my- 
self to do nothing in my business which will 
intertere with my country's need 

| recognize that the home represents the hope 
of America. | will help to keep it a shrine of 
harmony and beauty a citadel of strength 
and courage 

1 will conserve materials. 

1 will not hoard 


| will systematically save 60 as to anticipate my 
taxes. | will pay these cheerfully and promptly 


1 will invest in Saving Bonds and Stamps 

| will always bear in mind that as a loyal citizen 
of this great democracy it is my personal re- 
sponsibility to defend it to the utmost 


> » > » 
The moe and distrobution of thes pledge is strongly 


en owraged by the Conlian Morale Comeittes of 
and Advertvng Club! 1 War Effort Comanttes 


A trio of Cleveland agency men drew 

up this pledge as part of the advertising 

club's current efforts to aid the war pro- 

gram. It was published without copy- 
right. 


Wheaties-Kix Deal 
Is Latest General 
Mills Promotion 


| 
| Minneapolis, April 1.—The first 
combination Wheaties - Kix hotel 
and restaurant merchandising deal 
engineered by General Mills, Inc., 
moved into full swing this week on 
a nationwide basis. 
Starting March 9, 
cereal sales drive—which offers six 
one-ounce packages of Kix free 
with every purchase of a case of 
50 one-ounce packages of Wheaties 
will continue through this month. 
Full-page, four-color advertise- 
ments will appear in April issues 
of American Restaurant and Res- 
taurant Management, since the 
campaign is aimed directly at res- 
taurants and hotel dining rooms. 
Four-color menu tip-ons are being 
furnished by General Mills as sup- 
plementary material. 
Blackett-Sample-Hummert is the 
agency for Kix, while the Wheaties 
account is handled by Knox Reeves 
Advertising, Inc. 


the current 


Naussner to Keeney 


A. A. Naussner, formerly in the 
advertising agency business in Chi- 
cago, has joined the Keeney Pub- 
lishing Company, Chicago, pub- 
lisher of American Artisan and 
Heating, Piping & Air Conditioning, 
in charge of production and adver- 
tising service. He succeeds L. A. 
Doyle, who has entered the U. S. 
Navy. 


Joins Houck & Co. 

Herbert McClure, formerly a 
High Point, N. C., artist, has joined 
the staff of Houck & Co., Roanoke 
agency. 


SPOT BROADCASTING 


permits spot budgeting 
to fit each market's volume! 


NATIONAL STATION 
REPRESENTATIVES 


ee ee ee 


a . ns gee Oe ; piri a 2 p a es ; ae ‘eh Se " - é , < Soe. 
: a *: ? . % a = eS » me @ . ; ? . oe . . 
NN NE ne eee 
pe pe P 
- _ ae a 
; a 
OO , 
ee 
- Be. ae 
a 
= =. ae f 
a: 
( eee 
3 Pe is, 
‘ , an 
ri a aaa 
é | + 
C re . 
oe: 
. BC SS —“CSC“‘(‘CCOC#(#(#iéts 
= snes 
g ee an eee Ss: ee a ne a 5 a en aun oa ea oe “ge ae aes ee! ly meme. 5, 
‘a ‘Wits i oe rn oe ; i Me ate Ee 7 ee i a ge aan a 
“ae cs ae. ill — ae. . a Sere Bs te ee ee eee ae wee _ ae a iy ae 
- 7 sz ~ ae ae oe ae 2) ate cea ; + a — = 7 7 _ 
Ja - oS . eile * - s : ‘ere alee ewe ; 2 iM = OE nc & t apes L r Lost es - 
J 7 2 Ss i aon oa A pe j : or ‘ae - Pe Pt aggees = a Pes , eee ae aaa 2 " f 
' . 7 CE aan i Le a aad —- . oo rd P nil 4 * E ee Au gees Fae a = aoe = igo iis eet 
os : A ae” F te : a F ; Snel ——— ‘ a ae 
- oe a nd a 
f +. te tas 
P . = wor ae 
' . ; ‘ PO a 
E. ‘oP . rs * ee 
’ ; f , ee ‘ F  # 
7 Seiad e von eee . f > as 
; eee ee ee Pee Ye Hock ies ah emote cere WR _ sis * re ; ume 
oe 7 fe i en - ee peek. hee a oe - a a , oe a. 3c 
PO eae. ee Oe ee i. 
= oo } nen — ) . 7 _ 
ae ES . mee we a ee 
ty ie 2 3 ee ee ey —_—_—_—.. : 
a ; Co: Pa . 
a . aa Bt i. et ed 
: —e Bes; 
ee ee ae ger 
2 - bss 7 ‘ i ae ? ne a 
les ee ag 
li jee am 
Brel aae oe ae = 
a Bo EE, «: a 
ar) ae Ce ao re 
- m ae age. 
- ee - ei = 
wa oa oe “3 
1 : ee. ae 4 S aa 
aad SS a a - rag 
a SS ee pe 
Mut 2 a" os ae 
—T . -_ po 
a % 
a ee ae ee ® 
as cote GR i 
et ee) -§ 
eae _ > ae ef ee: 
- ; ~ 
nee = om iss 
r " ie, 
a ae na 
eS i e : Po tee - 
age Fer . 9 
. ee ae: ae — ony 
ie a pe: 
ee sia eo ac. - 
+ fi 
ees aan : Ur 
ste . / ee Si 
ie :- (ie 
= es i: o pene 
a eee > * a Fas ‘hey 
eee , er aot ae 
f a PPP eRe | y Ben Se 
er a D ee i ge ie 
——-* EX SS ree ee 
a q 7 aoe ee Eon dl 
x. aE: = of é Pees Lee 
er 9 a mg Z a 
: a et i ge ae 
} ee So ale ore 
va a 7 “sn 
C) ae “sual 
? Toor se, : . 7 
"i ‘al oe an 2 
: e i a ee : 
io a a ie ae 7 
a * : B aa = 3 
 o/ ee ) nari. ae 
ya win : 
‘Spe 
4 ae 
. 
. 
n r e 
/ ais 
r on a 
” More money for a 
y the HOT SPOTS a 
4 ’ ao = 
’ , 
, "¢ 
, 
. — 
Nothing wasted on L 
the DEAD SPOTS . 
’ 
U rik 
PO ‘ = 
‘ ae, 
ae —? ee 
Ae’. 
PROSLEM SPOTS . 
. a. ; i é 
’ 
‘ 
‘ 
«é 
. Ee — - ~ " OME th - 
be ‘all a Be ; : 
Ss 5 : Se . “4 on : ; : 7 “ hs, ed 
a = . « , 4 , : ‘ 
"7 Sue 4 : : ae ae, ? OF "e soe | i . a ee es bie nel i oa ea. gen id i Ee * 
_— = a Sh 4 ee fam. £y COMPANY | 
yo ES ike —— . . P a “a Oe el —— —, oe F Ale 
a I —— “ae ’ — — , 
ih ay = E — 7S : 3 : ae We dl a . 
= “. ‘pe " ‘ ie : . ; a ae ps ~—¢§ ot: . , Se ck " -* s : ake 4 ‘ 4 BF a ; : 1, ; 
acai Bs - 3 he od + Rey i ta IY, ag “ o! EH Pats Sei : - - is = ud ha es rwd “ ; 3 é so ty 28 e 
; te a ty a eal ee Pe 3 pte, SMES PT é ge i “Bae i x ee a ‘ © 
tt, E et me : es ewe : - TTS Me Me en Cea She is 9 en ar: a P2 Pg es ae fell ve . ek oat ete eee 
‘ oe iG <— 2) ee po Ee = ee eS e : i eS OT oe ee ae SS a Y ~ a ad Piceieall 1, a ie MESA 2 , wh eo 


ee Nae 


12 


ADVERTISING AGE 


1942 


Advertising Age — 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered in U. S. Patent Office | 
Entire Contents Copyright, 1942, by Advertising Publications, Inc. 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, 


INC. 


Publication Office, 100 E. Ohio St., Chicago. . 
New York Office, 330 W. 42nd St....... 0.6 ..4.000.... 
Washington Editorial Office, 1226 National Press Bldg... ... 


eee 


..Tel. Del. 1337 
Tel. BRyant 9-6432 
.... Tel. REpublic 7659 


G. D. CRAIN, JR., President and Publisher 


S. R. BERNSTEIN, Vice-President. 


O. L. BRUNS, Vice-President. 


E. KEBBY, Secretary 


CRISIS, 1942 


April 6, 


2aVvAG 
IDAHAD 


S380 


Editorial Department 
S. R. BERNSTEIN, Editor; HAL BURNETT, Managing Editor; MURRAY E. CRAIN, 
A. P. MILLS, FRANK HICKS, JOHN B. MILLER, RALPH O. McGRAW, E. C. HALL, 
RAYMOND H. STOKES and JOHN CRICHTON, Associate Editors 


Correspondents in All Principal Cities 


Advertising Department 


Charles B. Groomes, Advertising Director 
NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 
CHICAGO: O. L. Bruns, Western Advertising Manager; J. F. 
SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, Man- 
ager. LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, Manager. 


Murphy, Carl Doty. 
Johnson. 


MEMBER 


Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers 
Association, Advertising Federation of America 


Vol. 13, No. 14 


April 6, 1942 


10 Cent a Copy, $2 a Year 


Should the U. 


The question of whether the 
United States government should 
use advertising to promote ac- 
celeration of the war effort is one 
on which most people agree. They 
are practically unanimous in feel- 
ing that speeding up of industrial 
production, development and main- 
tenance of civilian morale, sale of 
defense bonds and stamps, organ- 
ization of civilian defense, coopera- 
tion in the national nutrition pro- 
gram, increased efforts in salvag- 
ing scarce materials and many 
other programs need the help of 
advertising. The only question on 
which there is a divided opinion is 
whether the advertising should be 
paid for by the government or con- 
tributed without charge by adver- 
tisers, media and suppliers. 

Arthur Price, Sears, Roebuck ex- 
ecutive who recently made a vig- 
orous attack on current advertising 
as not being = sufficiently war- 
minded and as doing too little to 
sell victory to the American public, 
also condemned those who have 
recommended that the government 
use paid advertising. He labeled 
unpatriotic any effort to commer- 
cialize the war effort. And the 
Scripps - Howard Newspapers have 
editorially disavowed what they de- 
scribe as an effort on the part of 
publishers to join the “gimme boys” 
by promoting a paid advertising 
campaign by the U. S. A. 

It seems to us that the opinions 
which have been expressed in op- 
position to government advertising 
approach the subject from the 
wrong standpoint. The only ques- 
tion involved, in our judgment, is 
how best to use advertising to help 
promote successful prosecution of 
the war. If maximum results can 
be obtained without the use of paid 
advertising, that would be fine; but 
the record to date does not suggest 
that this is being accomplished. 

The weakness of the pass-the- 


S. Advertise? 


hat method of obtaining necessary 
advertising facilities is that it is 
impossible on such a basis to have 
either the amount or the distribu- 
tion of advertising effort needed to 
reach the several objectives which 
must be achieved. Thus far most 
of the free advertising has been de- 
voted to sale of war bonds and 
stamps, but the Treasury Depart- 
ment is not entirely satisfied with 
the rate of sale. Other government 
activities have received compara- 
tively little support, in terms of 
promotion. The result is that gov- | 
ernment advertising has _ lacked | 
both the power and the coordina- | 
tion to get maximum results. 
Advertisers and media have been 
liberal in their donations of space 
and time. Agencies and suppliers 
have given free talent and ma- 
terials in the production of promo- 
tion. But if inadequate advertising 
facilities are handicapping the war 
effort, the United States govern- 
ment, backed by the greatest 
sources in the world, certainly 
should not hesitate to arrange for 
procurement of necessary space, 
time and materials in the same way 


in which procurement of every 
other necessary facility has been 
obtained. 


There has been some paid adver- 
tising by the War and Navy depart- 
ments already, but we have heard 
of no media using political pressure 
to “chisel” the business. The De- 
partment of Commerce through its 
official publication, Domestic Com- 
merce, advocates paid advertising 
by the government, so that it does 
not appear improper to government 
officials themselves. 

We have a job to do, and the only 
way to do it is through the best 
methods available. Paid advertising 
is one of the facilities which may 
be needed and should be employed 
whenever and wherever it is re- 
quired to get the job done. 


Flag-Waving for Victory 


President Roosevelt and the War 
Production Board are beginning to 
think in promotion terms in study- 
ing the demand for increased pro- 
duction in war plants. They are 
talking about incentives for and 
recognition of war workers, and 
the President has suggested bringing 
out the brass bands and waving the 
flag in order to create greater en- 
thusiasm and excitement in the task 
of producing needed munitions and 
equipment. ’ 

There has been some criticism of 
flag-waving advertising, on the 
ground that it does not perform a 
sufficiently good purpose. Nobody 


approves phony uses of the patri- 
otic theme in copy designed to sell 
goods, but there are plenty of oc- 
when public spirit and 
morale can be enhanced by frankly 
talking about the great job America 
is doing in preparing its forces for 
victorious combat and the 
American people again again 
on the idea that we going to 
win the war. 

If flag-waving can develop the 
winning spirit among war workers 
and the general public, as it already 
has among our armed forces, it 
will play an important part in in- 
suring ultimate success. 


Casions 


selling 
and 
are 


re- | 


| and 


| thereby promoted. 


vcial permission of The 


Information 
for 
Advertisers 


Saturday Evening Post, copyright 1942, by 
The Curtis Publishing Co 


"Tell me straight, Dave—she gonna be okay?" 


Ad-libbing 


How to Be of Service 


James W. Young, senior con- 
|sultant of J. Walter Thompson 
Company, was asked by a friend 


the other day what he planned ad 
do to help win the war. His answer- 
ing letter, a classic which every | 
adman might well read over and | 
over and over again, follows: 

Dear Ed: 

I have your letter asking what | 
I purpose to do to help win the war. | 
My answer is that I am going to} 
stick to my job. 

Of course, if the government | 
should call upon me to do any 
direct war work, I will, like every- 
body else, cheerfully respond. If 
no such call comes, I will do my 
best: (a) to help finance the war; 
(b) to render spare-time service 
wherever I can be useful; and (c) 
to key my business and living 
activities to the government's tasks 
and purposes. 

In the meantime, I will stick to 
advertising—to the job I know and 
am trained for—because I believe 
in its social usefulness and neces- 
sity. 

I believe that the objective of 
this war is a world-wide organiza- 
tion of free peoples for the better 
integration of the economic activity 
of mankind, based upon the free 
exchange of goods and services. 

I believe that without the chan- | 
nels and techniques of advertising 
this international exchange of goods 
services cannot be consum- 
mated, and the welfare of mankind 


I believe that without advertis- 
ing, offering free peoples a free 
choice of “goods,” there can be no 
continuation of that free enterprise 
in which bold imaginations blaze 


Now 


new trails for human progress. 

I believe that without advertis- 
ing, our chief bulwarks to liberty, 
a free press and radio, would dis- 
appear. 

I believe that without advertising 
of such goods and services as do 
not interfere with war production, 
our economic dislocations would be 


worsened and our dangers from 
excessive inflation would be _ in- 
creased. 

I believe that through advertis- 


ing, the adaptations in living which 
we all must make in war time can 
be eased and accelerated. 

I believe that with advertising, 
trade habits and good wills can be 
maintained which will facilitate our 
return to normal life and produc- 


tive employment after this emer- 
gency is over. 
I believe that our government 


will learn what the governments of 
England, Canada and _ Australia 
have learned —namely, that the 


channels and skills of advertising 
will eventually be needed to inform 
and direct the people how to win 
this war. 

Believing all this, my answer is 
that I still stick to my job. 


The Poet's Corner 

Every once in a while some ad- 
man can’t live with himself until 
he gets a bit of verse off his chest, 
and 
claims to being the “literary” sec- 
tion of ADVERTISING AGE, it is always 
uncommonly happy to present the 
off-duty efforts of such admen, 
especially when they are as good 
as this piece sent in by Harvey 
Creech, assistant advertising man- 
ager of E. L. Bruce Company, 
Memphis: 


LONG May It WAvE 


A new coiffure will help morale, 

Morale will win the war; 

And Uncle Jimmie’s buckwheat 
cakes 

Keep soldiers’ health at par. 

paint and locks de- 
fend, 

Why, they are just like guns! 

McClosky’s bolts and Sharker’s pens 

Are sure to beat the Huns. 


protects 


Then laundry soap and vitamins 
Are deadly weapons too, 

Like cottage cheese and motor belts 
And malted milk and glue. 


So if at first your copy sags, 
And fails to click somehow, 

Just grab a flag and wave it high— 
It’s “in the Army” now! 


Jottings 

Swell informative job and a new 
way of handling reprints of adver- 
tisements is exemplified by ““Weav- 
ing Diseases—Their Causes and 
Preventives,’ handsome booklet 
being sent to rayon weaving mills 
and other textile interests by Indus- 
trial Rayon Corporation. It’s really 
just a dozen or so reprints of ads, 
with a little extra copy front and 
back, but it doesn’t give that im- 
pression at all; on the contrary, it 
bears every indication of being a 
carefully developed special job. 
That's a compliment to the ads that 
are reprinted, too. .. 


Did you know that some Pepsi- 
Cola bottle caps now contain, under 
their cork lining, one of 144 differ- 
ent insignia denoting some of the 
branches of the U. S. Army, Navy 
or civilian defense? We didn’t 
either, until the Pepsi-Cola Bottling 
Company of Richmond brought the 
matter up in a full-page advertise- 
ment in the local papers. . . 


while Ad-libbing makes no) 


The following documents may be 


| secured without charge from con 


panies sponsoring them, or throug 


| ADVERTISING AGE, by any nation: 


advertiser or advertising agenc 
executive writing on his busines 


letterhead. 


No. 1961. Calling All Girls. 

The Parents’ Magazine Press h: 
issued this folder, which discuss« 
the in-between-age-girl audience 
the U. S. and shows how Calli 
All Girls is keyed to their interes! 
'and tastes. A readership surve 
and evidence of reader response ar: 

reported. 


No. 1962. 291 Markets. 


A. E. Hartman, Inc., the adve: 
tising-on-egg-carton representativ: 
has issued this time-saver for mar- 
keters. The booklet tabulates cen 
sus figures on families in cities of 
25,000 population or over, and 
includes sectional maps. 


No. 1963. 
| Artists’ and draftsmen's ‘supplies, 
| papers and-boards and other essen- 
| 


Catalog of Art Materials. 


tial materials are covered in this 
illustrated reference and _ buying 
guide, issued by Arthur Brown & 
Bro. 


| No. 1964. Ohio Liquor Sales. 

The Cleveland Press has issued 
the seventh annual analysis of Ohio 
liquor sales, the new study covering 
the full year 1941. The first sec- 
| tion of the book covers dollar sales 
by county, district and state, and 
gallon sales by types, district and 
state; the second section covers 

| gallon sales of individual brands by 

types, district and state. 

No. 1916. Hit Home with 
Home Dailies of Oklahoma. 

This survey, issued by Southwest 
Dailies, contains a wealth of infor- 
mation on the market covered by 
the 23 daily mewspapers of the 
Southwest Dailies group. A con- 
venient summary tabulates figures 
on population, number of stores, 
amount of sales, value of farm 
crops, and other points, while the 
following pages contain a detailed 
analysis of the data, including cir- 
culation of SWD papers. 


No. 1950. “There’s a Woman in the 
Galley, Sir.” 

“Blow me down,” says this nau- 
tical-minded folder, issued by Radio 
Stations WBZ-WBZA to tell the 
story of WBZ’s Home Forum. It 
gives the background of the pro- 
gram and its director, lists current 
sponsors, and reproduces some com- 
ments from users about the job the 
program is doing for them. 


No. 1930. Troy — a Major 
York Market. 

Market statistics for Troy, N. Y., 
are covered in detail in this folder 
|issued by the Record Newspapers 
There is a map of the city zone and 
another of the retail trade zone, and 
‘data for both areas are arranged in 
tabulations. 


No. 1932. You May Have Asked 
This Question Yourself. 


“How will it look in offset?” ID 
this new portfolio, Laurel Process 
Company offers some examples of 
its work to show the effectiveness 
of its offset process for various tyPe 
and sizes of printing jobs in cole! 
and black and white. 


No. 1954. A Flock of Surve 


“Good gunning” for hunters § 
sales is reported in this fo! 


the 


New 


which Radio Station WEEI, ! 
provides surveys of liste! rshij 
within gunshot, fifty miles OU 
early morning, ‘way out and ~“ 
over.” 
No. 1956. Circulation and Mark 
Data. 
Radio Station WSGN has ‘ssue 


this market study of northe! Ala- 
bama and the city of Birm _ 
A county breakdown of wast 
statistics is provided, with n ; 
coverage areas. 
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Pabst Wins Final 
Verdict in Suit 


‘Over Privacy 


Football Player 
Loses Appeal to 
U. S. Supreme Court 


Washington, D. C. April 2—| 
When the United States Supreme 
Court refused on Monday to grant 
a review of the David O’Brien- 
Pabst Sales Company decision by a 
federal district court holding that 
Pabst did not invade O’Brien’s pri- 
vacy in using his picture on a cal- | 
endar, it apparently wrote finis to a | 
case of considerable interest to ad- 
vertisers and agencies. 

The case started when O’Brien, 
Texas Christian University quarter- 
back in 1938, filed an action in the 
federal district court at Dallas in 
May, 1940, contending that he had 
been damaged by use of his picture 
and “implied endorsement” of the 
product on a 1939 calendar of Pabst 
Sales Company. O’Brien, a mem- 
ber of the Philadelphia Eagles pro- 
fessional football team at the time) 
of the filing of the suit, claimed) 
$25,000 actual and $25,000 exem- 
plary damages because of the ap- 
pearance of his picture on the Pabst) 
football calendar along with those. 
of other members of the 1938 All-. 
American team selected by Grant- | 
land Rice. 


Directed Verdict Rendered 


The trial court judge on Jan. 
23, 1941, after hearing evidence, 
directed the jury to find for the 
defendant (Pabst), and it was this 
original verdict which was subse- 
quently carried to the circuit court | 
of appeals and then to the Supreme 
Court, where it was upheld in both | 
cases when these courts refused to 
review the decision. 

In issuing his instructions to the 
jury, the trial judge said: 

“The testimony tends to show .. . 
that the plaintiff was an outstand- 
ing national figure in the particular 
field of athletics that he chose. . . 
That teok from him the right of 
privacy, in the court’s view. He 
belonged to the nation, to the pub- 
lic, the same as the President does, 
the ‘same as any outstanding figure 
does. This is so, of course, only if 
the so-called invasion of privacy 

. is not libelous or slanderous or 
casts no reflection upon such public 
charactér. He had many photos 
made for publicity purposes. 

“This matter about which the 
complaint is made contains no 
endorsement of the beer that is 
produced by the defendant or sold 
by the defendant, by O’Brien. It 
merely shows a football calendar. . . 
There is nothing that casts reflec-_ 
tion upon him in the slightest de-| 
gree... 

“As a matter of law, the court | 
holds that we cannot say that! 
because some gentlemen drink that | 


The Greatest 
SELLING POWER 


in the 
SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
CBS AFFILIATE 


Nal. Rep.— THE KATZ AGENCY, INC. 


_anything else. 


| advertisers. 


those who do so are less entitled to 
liberties, or less decent, or less 
cleanly than those who do not 
drink, in America. Especially is 
that true since . . . the old prohibi- 
tion act was repealed. Saloons are 
open. People may go in. It is 
lawful. It is a lawful traffic. It is 
as lawful as perfume, or as lawful 
as meat, or butter, or bread, or 
It is not contraband 
any more.” 

When the case was appealed to 
the circuit court, Pabst’s brief listed 
three defenses, the first of which is 
particularly interesting because of 
the points of law raised and be- 


| cause of their possible implications 


in similar cases involving other 
This defense was: 


“The states are in hopeless con- 


flict on the question whether there 


exists at common law any cause of 
action for the mere invasion of the 
privacy of a private person. . 
even in the states which recognize 
a common law cause of action for 
invasion of privacy of a private 
person .. 
where, as here, 
activities over a 
sought and invited the _ interest, 
applause and patronage of the 
public and became a public char- 
acter of national notoriety, he 
no longer retained the right of an 
ordinary private person to the | 
exclusive use of his picture—his | 
name and picture as a result of his | 
own activities having become, so 
to speak, a public possession; and 


appellant by his 
period of years 


'any member of the public had a| 


. But! 


. it is uniformly held that} 


right to reproduce his picture pro- 
vided, as in this case, the reproduc- 
tion contained no libel or false 
statement, and provided further, as 
in this case, the picture was not 
obtained surreptitiously or repro- 
duced in breach of any contract or 
fiduciary obligation; and the fact 
that the name and picture of such 
famous character are used to lend 
interest and attractiveness to a cal- 
endar intended to promote good 
will for appellee’s product, is in- 
sufficient to create a cause of 
action.” 


Bailey Joins WII WJJD 


W. K. Bailey, formerly commer- 
cial manager of WCAR, Pontiac, 
| Mich., has joined the sales staff of 
WJJD, Chicago. 


ected Slonene Cony 


Grabosky Brothers, Philadelphia 
cigar maker, has released a new 
series of newspaper advertisements 
which emphasizes the sponsor’s 50 
years of cigar manufacturing. 
Harry Feigenbaum Agency, Phila- 
delphia, directs the account. 


Markell Promoted 


Morton C. Markell, sales repre- 
sentative with Transit Advertisers, 
New York, has been promoted to 
the newly created post of local sales 
manager, 


‘Names Jasper, Lynch 

Pandora Company, Rochester, has 
named Jasper, Lynch & Fishel, New 
York, to direct advertising for Pan- 
\dyne headache remedy. 


he: Freed from Uependente on ‘tankers, cars or pipelines, industry is movieig te security in Mid-Americs— 


* * jel Oklahoma City ‘is the plumb-center of it all! Oklahoma’ s oil and gas production is ten times that of | 
“the total axis powers—is the source not only of fuel and lubricants, but is basic material for synthetic 

| explosives and chemicals. Already, Oklahoma City’s new industries are creating jobs for 30, ap (i new 
: skilled workers—and unparalleled sales opportunities | for Oklahoman and Times advertisers. | | 


THE OKLAHOMA PUBLISHING COMPANY: THE FARMER-STOCKMAN * MISTLETOE ExpRESS * WKY, OKLAHOMA CITY 
KVOR, CoLorapo SprINGs * KLZ, DENVER (Affiliated Management) * REPRESENTED BY THE KATZ AGENCY, INC. 
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Quaker Oats Buys 
Dog Food Company; 
Plans Heavy Drive 


Chicago, April 1.— The Quaker 
Oats Company invaded the dog food 
field this week with the announce- 
ment that it has acquired Chappel 
Brothers, Inc., Rockford, Ill, dog} 
food manufacturer, and plans ex- 
tensive advertising soon of Ken-L- 
Biskit, dry dog food which pre- 
viously has seen little consumer 
promotion. 

The product already is being dis- 
tributed, in cellophane bags which | 
contain two pounds of dog biscuits, 
to grocery stores throughout the 
nation. Consumer copy is still in 
the formative stage, however. Pres- | 
ent plans call for advertising in 
newspapers. 

The Rockford company was ob- 
tained by outright purchase, officials | 
said, and no change in present! 
management or personnel is ex- 
pected. Frank Warton will continue | 
in charge of the business and offices 
of the new Quaker Oats division | 
will be maintained at Rockford 
where the company’s products, in- 
cluding Ken-L-Ration and several 
other dog food specialties, are) 
manufactured. J. S. Williams will | 
remain in charge of sales for Chap- | 
pel and Ruthrauff & Ryan, which 
handles several Quaker Oats ac- | 
counts, also will continue as agency 
for the Chappel division. 

While newspapers will be used 
for extensive promotion of Ken-L- 
Biskit, the company’s canned prod- 
uct—Ken-L-Ration—may continue 
to benefit through the use of small- 
space copy in magazines. With the 
government ban on future use of 
tin cans for dog food, emphasis will 
be shifted to what is claimed to be 
the only dry dog food which con- 
tains fresh lean meat. Ground 
fresh meat is included in Ken-L- 
Biskit, which will provide the same 
vitamin value as the moisture- 
containing product. 

Ken-L-Biskit, while new to most 
dog owners, has sold heavily to 
kennels in the past and has won 
widespread acceptance, the com- 
pany added. 


FARYON JOINS COMPANY 

Chicago, April 1.—Reg R. Faryon, | 
vice-president of Lord & Thomas, | 
Chicago, has resigned to become 
vice-president and general manager 
of the Quaker Oats Company in 
Canada. 

Mr. Faryon was formerly presi- 
dent of Lord & Thomas of Canada, 
Ltd., which he managed for five 
years before coming to Chicago two 
years ago. Since joining the agency 
in 1932, Mr. Faryon has_ been 
closely associated with the Quaker 
Oats Company, whose Canadian ad- 
vertising is handled by Lord & 
Thomas. 


Bill Seeks Ban on 
Radio Liquor Ads 


Rep. John E. Rankin has intro- 
duced a bill which would amend 
the Communications Act of 1934 to 
prohibit advertising of all alcoholic 
beverages over the radio. The pro- 
posal, H. R. 6785, has been referred 
to the House Interstate and Foreign 
Commerce Committee. 

The bill is similar to a number 
of others introduced earlier this 
session, which have received no 
attention, and no action is believed 
likely on the latest proposal. Most 
stations bar advertising of distilled 
liquors, as do networks. 
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Harper on Treasury Staff 

Robert E. Harper, director of 
public relations, American Road 
Builders Association, Washington, 
D. C., has been granted a leave of 
absence to join the defense savings 
staff, Treasury Department, where 
he will head the motion pictures and 
special events section. Mr. Harper 
was recently elected a director of 
the National Industrial Advertisers 
Association and will continue to 
serve the association’s interests in 
Washington where he is organizing 
a chapter. 


Promotes Whiteford 

W. K. Whiteford, executive vice- 
president of the company’s United 
States subsidiaries since 1935, has 
been named director and executive 
vice-president of British American 
Oil Company, Ltd., Toronto. 


‘K. C. Journal’ 
Ends Publication 
After 88 Years 


Kansas City, April 1.—The Kan- 
sas City Journal, which began pub- 
lishing as the Enterprise back in 
1854, suspended publication yester- 
day. Harry Newman, editor for the 
past five months, announced the 
suspension in a front-page editorial 
in which he took occasion to extend 
best wishes to Journal readers, ad- 
vertisers, and to the Journal’s op- 
position, the Kansas City Star. 

During its 88 years of publication, 
84 as a daily, the paper passed 
through many hands, and some of 
its owners were among the most 
colorful in the newspaper business. 


Col. Robert T. Van Horn founded 
the paper as a metropolitan daily, 
and in later years Frederick W. 
Bonfils and Harry Tammen, own- 
ers of the spectacular Denver Post, 
bought the Kansas City Post, which 
in 1923 was consolidated with the 
Journal by W. S. Dickey, Kansas 
City clay products maker. 

Later Henry L. Doherty, in the 
midst of building up his Cities 
Service utilities empire, bought the 
Journal-Post as an editorial and ad- 
vertising outlet. In 1928 the Morn- 
ing Journal was suspended, and the 
evening paper was named the Jour- 
nal-Post. Four years ago, Orville 
McPherson assumed management 
of the paper for Cities Service, 
which had gained control. He abon- 
doned the name Journal - Post and 
operated the paper as the Journal 


et 


Doherty 
bonds to 


associates five 


until executors of the 
estate transferred the 
Newman and his 
months ago. 


Radio for Cooper Blades 


Cooper Safety Razor Blade C 
poration, Brooklyn, has launched 
its first radio campaign in metry- 
politan New York on the theme 
“Save Steel for Victory by Usin; 
Longer Life Blades.’”’ The schedu), 
consists of daily spot announce- 
ments and 15-minute evening pro- 
grams on Station WNEW, Ne: 
York, Heffelfinger Agency, Ne 
York, directs the account. 


To Beaumont & Hohman 

Perry Thomas, formerly wit 
United Airlines and N. W. Ayer | 
Son, Detroit, has joined Beaumo: 
& Hohman, Kansas City. 


amething has bappene to the 


The proper use of these publications 
will insure your markets atter the 
emergency, by keeping your od 


CHILTON COMPANY (Inc.) 


Chestnut and 56th Sts., Philadelphia, Penna. 
100 East 42nd Street, New York, N. Y. 


® 


friends, as well as newcomers ™ 
your field, fully advised on whet 
you have to sell. 


° 


THE IRON AGE, serves the ric est &” 


sion of the industrial field — met 
working industry. 
° 


HARDWARE AGE, the leader ir 
of hardware distribution. 


>>>>> CHILTON 
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Signal Oil Quits 
Air in Squabble 
Over Time Shifts 


‘ Los Angeles, April 1.— The bat- 
1 tle between regional and national 
. ,etwork advertisers over the ques- 
. tion of time allotments on the Pa- 
cific Coast flared with renewed 
igor over the weekend as Barton 
\. Stebbins Advertising Agency 
nnounced that the Signal Carnival, 
produced by the agency for Signal 
Oil Company, will go off the air 
after May 3 after five and a half 
years of broadcasting on the Pacific 
Coast. 

The difficulty of securing and 
holding satisfactory time—due pri- 
marily to the preemption of Pacific 


Coast time by rebroadcasts of na- 
tional shows—was advanced as 
“one of the primary reasons for 
cancellation” by Barton A. Stebbins, 
head of the agency. 

“In the last 12 months,” Mr. 
Stebbins asserted, “the Signal Car- 
nival has broadcast at six different 
times, and at four different times continental shows the same status 
since October, 1941. Three times as a Pacific Coast regional program 
since September, this Pacific Coast in the selection of network time, 
program has had its time preempted but no such change has been made 
for the rebroadcast of transconti- in network rulings, according to 
nental shows. As a result of all) Mr. Stebbins. 


these changes, our client suffered a ———_—__—_ 
OPA Adds Freeman 


Pacific Coast. At the regional 
meeting of the American Associa- 
tion of Advertising Agencies here 
last fall the subject caused more 
discussion than any other, and re- 
sulted in a resolution calling on the 
networks to enforce a rule which 
would give rebroadcasts of trans- 


material loss in its radio audience 
in recent months.” 


. : . . Richard W. Freeman, New Eng- 
al cancella s th “Ss 
The Signal cancellation is the first land sales manager for Pepperell 


which is definitely blamed on the 
existing system which enables a 
transcontinental sponsor to call his 
own time for rebroadcasts to the 


Mfg. Company, Boston, has joined 
the Office of Price Administration 
as representative in the New Eng- 
land area. 


“Sun” Starts Contest 


The New York Sun has begun its 
fifth annual Father’s Day advertis- 
ing competition for a series of five 
advertisements, 200 lines on 5 col- 


umns, judged most suitable for 
promotion of Father’s Day. All en- 
tries must be submitted by April 


24 in order to be eligible for the 


prize of $500 in defense bonds. 
Rules may be secured from the 
Sun’s promotion department, and 


will be presented in advertising by 
the paper in out-of-New York 
newspapers. 


Raises S. A. Boyer 


Samuel A. Boyer, formerly man- | 


ager of publicity and advertising 
for New York, New Haven 
Hartford Railroad Company, 
been named manager of 
relations. 


has 
public 


Ml 


OMETHING has happened to the familiar activities of your customers,” 


so said Joseph Geschelin, Technical Editor of AUTOMOTIVE and 
Aviation INDUSTRIES, before the Rock River Valley Engineering Con- 


gress last February. 


“They are making new and different products. 


They are expanding their 


personnel. They are shifting the people most familiar with your products to 


entirely different tasks, 


5 a 
cee 


and even to different geographical locations.” 


And this is happening in every one of the fields covered by CHILTON Publi- 
cations—metal working. hardware, department store, shoe, jewelry, optical. 


automotive and insurance. Many of the men in your industry who know you 
best are no longer in your industry. They are in the armed forces, or in war 


work. 


regularly. The new ones, of course, must be introduced. 


Those who, figuratively, are still behind the plow, need to be reminded of you 


CHILTON Publications will take care of these important formalities for you. 
effectively and economically. 


\e ba lar activities i your customers 


ications D 
he EPARTMENT STORE ECONOMIST, reaches 
ter t nore key department store people than any 
our oldjj “her business publication. 
mers iD wd 
haf 800T md SHOE RECORDER, the authori- 
Ww tive weekly of the shoe business. 
° 
THE JEWELERS’ CIRCULAR-KEYSTONE, the 
*cognized leader and authority of the 


ewelry trade. 


° 


HE OPTICAL JOURNAL and REVIEW of 
“FIOMETRY, the outstanding publication 


“tving the optometric profession and opti- 
tal ind stry. 


AUTOMOTIVE and Aviation INDUSTRIES, 
the technical authority in automotive and 
aircraft manufacturing plants. 


° 


MOTOR AGE covers all automotive service ° 
and maintenance problems. 


° 
COMMERCIAL CAR JOURNAL reaches the 


THE SPECTATOR PROPERTY INSURANCE 
REVIEW, modern in form and style of writ- 
ing. Useful and unusual from every angle. 


In addition to their wide experience in pub- 


greatest number of fleet operators, and lishing domestic magazines, CHILTON COM- 
members of the truck trade. PANY (Inc.) have an equal interest in 
° Business Publishers International Corp., pub- 


THE SPECTATOR AMERICAN REVIEW OF 
LIFE INSURANCE, most quoted of all in- 
surance publications. 


mobile 
Americano, 
El Farmaceutico. 


PUBLICATIONS: 


Ingenieria Internacional 


lishing the following: The American Auto- 
(Overseas Edition), El 


Automovil 
and 


and | 


AT NBC PARLEY 


Among NBC executives and station man- 
agers who met in Chicago March 26-27 
to discuss wartime broadcasting prob- 
lems were (left to right): George M. 


Burbach, manager of KSD, St. Louis; 

Charles E. Brown, NBC sales promotion 

manacer; and John J. Gillin, Jr., man- 
ager of WOW, Omaha. 


| Mutual 


Metal Signs 
Catch WPB Eye, 


Then Disappear 


Washington, D. C., April 1.—Cur- 
iailment in the use of iron and steel 
in metal signs has been ordered by 
the War Production Board for the 
next three months, and after July 1 
no metals of any kind may be used 
to make signs. , Inventories held by 
sign manufacturers were 
frozen by the order. 

During the April 1-July 1 period, 
manufacturers will be permitted to 
use only 50 per cent of the amounts 
of iron and steel consumed during 
the year ended June 30, 1941. The 
order applies to all signs which are 
36 square inches or larger in size, 
and of which at least 5 per cent of 
the weight consists of metal. 

Covered by the order are the 
construction and installation of such 
signs and outdoor 
posters, electric, indoor, neon, por- 
celain enamel and store-front signs. 
Accessories include electrical 
equipment, frames, hanging brack- 
ets and poles. Plates, tags, or em- 
blems required for licensing or 
registration purposes are excluded. 

Inventory control restrictions 
forbid sign manufacturers to ac- 
cumulate more materials than 
necessary to maintain operations at 


also 


accessories as 


the curtailed rate. In addition, 
stocks of raw and semi-processed 
iron and steel have been frozen. 


Manufacturers may not sell or de- 
liver any materials except by con- 
sent of WPB, to persons having an 
A-3 preference rating or higher, or 
to governmental agencies. 


Gillette Renews Bouts 


Gillette Safety Razor Company, 
Boston, has renewed its contract 
with Mike Jacobs, president of the 
Twentieth Century Sporting Club, 
New York, to sponsor all principal 
boxing bouts staged by the pro- 
moter, over the Mutual Broadcast- 
ing System. The one-year renewal 
is effective June 1. Gillette and 
acquired the rights last 
June and since that time 24 bouts 


| have been broadcast. 


Bradham Joins WTMA 


Robert E. Bradham, formerly 
advertising director of the News 
and Courier and Evening Post, 
Charleston, S. C., has joined Sta- 
tion WTMA, Charleston, as vice- 
president and general manager. Mr. 
Bradham will be replaced on the 
newspapers by Roy W. Siegley, 
formerly national advertising man- 
ager. 


QUALITY - ECONOMY 


THEY CAN AND DO GO TOGETHER 


IMPRO oe 
UTHORS 


“BOOKLETS 
+ FOLDERS Ore 
* CATALOGS — scraxrments 


LAUREL PROCESS COMPANY 
480 CANAL STREET NEW YORE 
— WALRER S200" 
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"Vemp’ and Glamor 
fo Sell Milk in 
Foundation Drive 


Chicago, April 1.— With the in- 
tention of glamorizing the prosaic 
glass of milk and introducing a new 
word, “Vemp,” into the language, 
the Milk Foundation and its agency, 
McCann-Erickson, started this week 
the first big-city drive for increased 


milk consumption, using promo- 
tional plans sketched before the 
National Dairy Council. 

The new promotion is based on 
a survey taken last year in five 
cities which showed, among other 
things, that what milk lacked was 
emotional appeal. The public is 
conscious of the value of milk in 
the diet, is convinced of its health 
giving attributes, but still buys 
about half of what dietitians pre- 
scribe for them. The chief reason 
for this recalcitrant attitude is dis- 
like, for there are many people, the 
survey indicates, who know milk is 
good for them, have plenty of 


money to buy it with, but don’t 
buy because they don’t like milk. 
Hence the emotional appeal angle, 
the coined word Vemp, which 
stands for vitamins, energy, min- 
erals and proteins, and the attempt 
to lift milk out of the milkmaid 
into the glamor gir] class. 

The first full-sized newspaper 
advertisement of the campaign ap- 
peared in five Chicago newspapers 
today, following one-inch teasers 
spotted in papers during the first of 
the week. Car cards appeared last 
week, and spot radio will be used 
over all Chicago stations, beginning 
next week. Later on, the Founda- 


| educational 


tion will use outdoor, which may | 
call for a decrease or elimination of | 
car cards. 

Vemp Not New | 


The Chicago drive is not Vemp’s 
first appearance as a milk mer-| 
chant. Since McCann-Erickson was 
named as agency by the National | 
Daily Council last summer, Vemp 
has put in an appearance in news- 
papers of three Ohio cities, Cleve- 
land, Cincinnati and Columbus, 
sponsored in each case by local 
dairy councils. 

A committee named by the Na- 
tional Dairy Council appointed the 
agency, but the Council itself does 
no advertising, limiting itself to 
work. From time to| 


| time, however, local dairy councils | 


have sought help in copy and pro- | 
motion planning from the national | 
group, and NDC approved a plan) 
for coordinated promotion by local | 
councils. 

Realizing that this meant an in- 
dividual selling job on each council, 
the agency turned to research. In 


"“VEMP" BOWS 


With this large-space copy in five Chi- 
cago newspapers, the Milk Foundation 
launched a new campaign following the 
general lines of the presentation sketched 


by McCann-Erickson to the National 
Dairy Council last summer. Car cards, 
outdor and spot radio will also be used. 


; for added food-sales volume ,: 


In food sales, as in warfare, results can de- 
pend upon the strategy adopted by the 
general staff. 

Astute food executives agree that vitamin en- 
richment of foods is sound strategy for added 
food-sales volume—for a sales edge in value- 
per-penny, for new sales appeals, and for the 
important part enriched foods are taking in 
building American strength up to victory pitch. 

But the strategic consideration affecting vita- 
min fortification is, ““Whose vitamin concen- 
trates can I use with greatest economy and for 
most dependable results?” 

Well, here’s a hint to your general staff—if a 
product of yours is a logical candidate for added 
Vitamin A or D, save yourself time and trouble 

write to General Mills, Inc. for information 
about those vitamins and our versions of them. 

For example, Vitamin A. This concentrate 
we offer is Distilled Vitamin A Esters*, made 
by our affiliate, Distillation Products, Inc. Ab- 
solutely unique in its field, this concentrate is 
the only one ever produced in which the nat- 
ural oil preservatives—the anti-oxidants—are 
distilled intact along with the vitamin in the 
natural ester form. Result, a concentrate with 
far greater stability: it is two to ten times more 
resistant to heat and air than any other concen- 
trate we know of. Distilled Vitamin A Esters, 
too, are so bland, so uniform, and so suitable 
for food incorporation that they actually defy 
comparison, 

General Mills, Inc. is also your source for a 
superior type of Vitamin D concentrate, ARP! 


*Protected by VU. S. product patent No. 


Process Vitamin D. This product is outstanding 
on no less than ten individual points of merit. 
Available in a variety of forms and concentra- 
tions to suit almost every conceivable food use, 
Arpt Process Vitamin D will give you depend- 
able, low-cost fortification with a minimum of 
control problems. 

So, for superb vitamin concentrates and for 
sound assistance in planning food enrichment 
strategy, be sure to get in touch with General 
Mills, Inc. Literature on each of the above 
mentioned products is available on request. 
Ask also for prices, samples and data for your 
technical men. 

Our Special Commodities Division staff has 
specialized in servicing inquiries from food 
processors concerning vitamins A and D. Gen- 
eral Mills’ and Distillation Products’ labora- 
tories of Minneapolis and Rochester, long ex- 
perienced in vitamin fortification work, may be 
able to give valuable help in meeting your 
vitamin needs. 


Write for these useful brochures 
Agents or food processors concerned 
with Vitamin A and D will find these 
booklets mighty handy and informa- 
tive. They give quick 
facts in non-techni- | 
cal terms about our 
vitamin concentrates 

important facts 
you'll want to know when planning 
advertising, making comparisons, 
preparing formulas. Send for your 
copies now. 


T Say 4- 
VITAMIN A 
ESTERS 


PRODUCED OT 
SIsTuLaTiCN 


2,205,925 and_over 50 process patents. 


| 


| the children from 6 to 12 drink no 


| having 


five cities, Chicago, Cleveland, In-| 


interviewers ran studies on 1,552 
| housewives. Salient facts turned up 
| by the survey were: People think 
|they drink 53 per cent more milk 
| than they do, but average less than 
50 per cent of what they should be 
drinking; drinking accounts for 73.5 
per cent of the milk consumed; 49.4) 
per cent of the women, 44.4 per) 


} 
| 
| 
| 
COPY AMEHT 1947. MC CANN ERCRSON. Imo | 


—— —" 


cent of the men and 9.5 per cent of 


milk, nor do 13.1 per cent of chil- 
dren of ages from 13 to 18. In 
all income brackets, of families 
adults who drank insuffi- 
cient or no milk, 66 per cent knew 
how much they should drink, and 
70 per cent knew how much their | 


‘children should drink, although the 


children drank none or an insuffi- | 
cient quantity. People drink more 
milk in summer than they do in| 
winter, although only 5 per cent | 
more. If anything, the public over- | 
estimates milk’s nutritional value 
and was inclined to rate it higher 
than beefsteak, potatoes, string | 
beans, and eggs in approximately | 
equal amounts. Adults knew the) 
exact benefits they could expect) 
from milk; 45.7 per cent thought} 


| milk the most reasonably priced of 
'major foods in terms of value re- 


ceived, but—when not compared) 
with other foods—more than 40 per 
cent considered milk “high priced”; 
and sizable segments of the popu- 
lation are favorably disposed 
toward (a) the government pro- 
gram, (b) vitamin knowledge, | 
applied, and (c) the AMA seal. 


Adult Number Gains 


| 
Bearing testimony to the long-| 
range planning injected into the 
survey, a chart showing population 
trends points up the fact that the) 
percentage of adults is growing. It 
rose from 55.7 per cent in 1900 to) 
65.5 per cent in 1940, and prospects 
are for increasing trends to an 
adult - dominated population. In| 
view of the fact that the survey 
showed nearly half the adults to be 
non- or deficient drinkers of milk, | 
the campaign is frankly shooting 
for the adult market. In Chicago, 
The Milk Foundation is the local 
dairy council, and under the guid- 
ance of Carl Deysenroth, executive 
director, has carried on consistent 
educational services. Cody Sattley 
'is account executive for McCann- 
Erickson on the Foundation ac- 
count. 
Coordinated with opening of the 
| Chicago promotion, the dairy coun- 
cil of South Bend, Ind., .is. also 
launching a new drive, coinciding 
|with the nutrition effort now in 
| progress in the Indiana city. The 
/opening gun of the South Bend 
campaign will be the same adver- 
tisement that started the Chicago 
promotion. Similar campaigns are 


dianapolis, Columbus and Dayton,| the Midwest 


in the works for several cities in 
and Pacific Coast 
areas. Chary of using the term 
“syndicated promotion,” the agency 
prefers to say that Mr. Deysenroth 
and the Milk Foundation “are 
adopting very largely the program 
sponsored by the National Dairy 
Council and made available by 
McCann-Erickson to all dairy coun- 
cils affiliated with the national 
group.” ADVERTISING AGE, March 
23, reported that at the National 
Dairy Council’s mid-winter session 


| in Detroit, the advertising prospects 


for the 39 local units of NDC were 
considered “promising.” 


Brewers Unite on Bock 
The Greater Cincinnati Brewers’ 


| Association used cooperative pro- 


motion to put across its 1942 drive 
for Bock beer. Realizing that each 
brewery had its own agency and 
advertising ideas, the group decided 
to let each member submit an 
advertisement for impartial judg- 
ment, the ad selected to carry the 
signature of the association. The 
advertisement finally chosen was 


|prepared by Joseph Advertising 


Agency, agency for Red Top Brew- 
ing Company. One-sixth page 
advertisements were placed in all 
Cincinnati newspapers on the day 
before the Bock season opened, 
March 16. 


Breiel to McGraw-Hill 

McGraw-Hill Publishing Com- 
pany has named John H. Breiel 
assistant manager of the Eastern 
district, with headquarters in Phil- 
adelphia. Mr. Breiel has been with 
N. W. Ayer & Son, Inc., for the past 
six years. Earlier he was a Wash- 
ington correspondent for Scripps- 
Howard newspapers. 


“SUDDEN DEATH" in 
your CATALOG FAMILY? 


SWING O-RING 
> . . 
<)} loose-leaf binding 

. . « keeps catalogs, manuals, ot 
ALWAYS up-to-date and off the ste 
Casualty” list. Today, with © ostitee 
materials and prices changing 7 
overnite, ordinary binding seor ™ - 
valuable material obsolete Leading 
companies everywhere are swing! 
Swing-0-Ring for War-timely ee 
ance against ‘‘Sudden Death '* ieed 
catalog families. New, stream! 0 
with scissor-like action. Swine 
Ring loose-leaf binding o@'v** style 
greater page strength than _e 
binders—with less weight 2°¢ rr 
Available in lengths from 4° te 


Write for name of licensee near ¥% 
today! 


SWING-O-RING, INC. 


‘. Goat Co. 
Div. of the Fred -. iu. Y. 


318 Dean St., Broo 
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April 6, 1942 


ADVERTISING AGE 


Bdcnén ta the 
Armed Force 


ssenkenmaell 


P. K. Leberman, president and 
advertising director of Family Cir- 
cle, has’ taken a leave of absence 
to assume active 
duty as a lieuten- 
ant commander 
n the U. S. 
Naval Reserve. 

A 1922 gradu- 
ate of the Naval 
Academy, Mr. 
Leberman re- 
tired from active 
duty to found 
Station KRSC, 
Seattle, in 1926. 
Joining Family 
Circle in 1934 as 
Pacific Coast 
manager, he became president and | 
advertising director in 1936. He) 
retains the presidency of Family | 
Circle, KRSC, and the Muzak FM 
station, W47NY, in New York City. | 
Jack H. Curtis, vice-president and 
Chicago manager of Family Circle, | 
will take charge of the publication | 
in New York. C. Phil Mercer be- | 
comes Western manager. 

Mark Byron III has announced 
that the Miami agency which bears 
his name will suspend operations | 
within a few weeks for the duration | 
of the war and that he will soon 
report for active duty with the 
armed forces. All other men with 
the agency have already enlisted, 
Mr. Byron said. “We have had 
several opportunities to sell this 
business and numerous applications 
from others who would like to run 
it for me,” he continued in explain- 
ing the decision to liquidate. “No 
matter how good an agency man I 
might have here,” he said, “the war 
and other economic problems might 
force him to the wall. We all hope 
to re-enter the advertising agency 
business again at the close of the 
war.” 

Bill Ansley, advertising manager 
of the News, Elk City, Okla., has 
enlisted in the Navy and has been 
assigned to the naval training sta- 
tion at San Diego, Cal. 

Milton H. Richman, secretary of 
the Jewish Ledger Publications, 
publisher of American Jewish 
weeklies at New Haven and Hart- 
ford, Conn., and Springfield, Mass., 
has been inducted irto the Army. 
He was host at a farewell party 
before leaving for service. 

Raymond J. Armbruster, produc- 
tion manager for Padco, Inc., St. 
Louis, is now in the Army Signal 
Corps, stationed at Ft. Leonard 
Wood, Rolla, Mo. Anthony J. 
Reiner, Padco’s librarian, is in the 
Army Aviation Corps, Medical De- 
partment, and is stationed at the 
base hospital, Will Rogers Field, 
Oklahoma City. 

Foster Potter, with the publicity 
staff of the New York State De- 
partment of Farms and Markets, 


! 


| 


P. K. Leberman 


has enlisted in the Naval Reserve. 
He served in the Merchant Marine 
during the first World War. 
formerly 


Alfred L. Plant, 


sales 


@: 


LT| PRODUCTS, INC. 


2 S. Western Ave., Chicago 


promotion manager of Doughnut 
Corporation of America, New York, 
has enlisted in the Army. He has 
been assigned to the quartermas- 
ter’s division, Camp Lee, Va. 


Fawcett Buys Bonds 
Total April advertising revenue 
of Fawcett Publications, New York, 


\Ice Industry Will 
Spend Five to Six 
Millions This Year 


Atlantic City, April 1—The war- 
rejuvenated ice industry will spend 


| at least $5,000,000 this year in loc: 


il 


—- in the oe yar ace advertising and will probably treble 
as deen invested in Series its budgets of last year, which 
United States defense bonds. Faw-| 4,4. Arad 

aa hes Ge oeeeunend 168 per | totaled $2,000,000, delegates to the 


cent participation on the part of its 


annual 


convention of the Eastern 


employes in the payroll deduction | States Ice Association were told 
plan for regular purchase of de-| here last week by Fred I. Mc- 
|Candlish, Drexel Hill, Pa., Eastern 


fense bonds. 


Olian Agency Moves 


Louis, has moved to the Ambassa- 
dor bldg. 


representative 


of the George M. 


| Wessells Company, Los Angeles. | 
Olian Advertising Company, St. The company specializes in adver- 


tising ice. 


“There will be virtually no na-' to 535 Fifth avenue. 


tional accounts this year,” Mr. Mc- 
Candlish declared, “but local adver- 
tising by merchandisers who are 
not going to be caught blind will 
be three times or more what it has 


Urges Map Saving 
Motorists won't throw away their 

state maps hereafter if Standard 

Oil Company of Indiana has any- 


thing to do with it. Each map dis- 
tributed by the company bears a 
message, “Help national defense, 
conserve paper, save this map for 
future use.” Fewer maps will go 
farther for Standard this year, the 
company hopes, and 14 state, six 
sectional and six city maps will be 
printed. 


Join NBC Sales Statf 


Robert E. Howard, formerly with 
International Radio Sales, New 
York, and Arthur Poppenberg, for- 
merly of Station WCKY, Cincin- 
/nati, have joined the national spot 
and local sales division of the 
| National Broadcasting Company, 
‘New York. 


been. 

“The estimates come from my 
own company’s present experi- 
ences. The ice companies which 
we represent have already either 
doubled or tripled their adver- 
tising budgets. The new business 
should help newspapers’. which 
have suffered through loss of elec- 
tric refrigerator and automobile 
accounts.” 


Caples Company Moves 
The New York office of The 
Caples Company has been moved 
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Builders 


% 


OYISH hands, busy today with midget beams, 
tinkering with trains, exploring the mysteries 
of toy mechanical devices . . . tomorrow will build 
towering structures and thriving industrial plants 
...Mman myriad machines ... invent... create... 
guide destinies of the future, the greater America. 
In New England there are |,059,639 boys, be- 
tween the ages of 5 and 19, whose manhood 
purchases will be strongly influenced by the sales 
messages they hear in their formative period, just 
as many who are older than Young America today 
have been guided during the past two decades. 
These present and future builders of America 
are reached most effectively through The Yankee 
Network, with the stations they know and like 
because each one has long been such an secented,, 


familiar part of community life. 


Build your 1942 radio promotions in New 
England around the network that is keyed 


for sales and service. 


THE YANKEE NETWORK, unc. 


21 BROOKLINE AVENUE, BOSTON, MASS. 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 


of AMERICA § 


3 
a, 


af 


os i ’ : 4 Petey . . aos Fe é SS 2 oo ait Aa d tee Sy ume ae Dek i aye Pia gel 5 oe ae Pa 7 2 
— se ef 5 
— — ae 
i 
| : ‘a 
ee 
pe ; | 
ee 
ae cs 
- es ; 
a ae ae 9 dr a Er, ‘ é > ae cae bet! oe i 
: — og gD : oe J a 
: a a — q a 
y . + 2 4 ~ “ j ae ie i: 
’ »? « ay . ius ae 2 
h 2 3 % > -.. — «ae 
‘e af ; we. . _.. > : ‘ re er 
m : os } ede we a ¥ a ' a 7 ie 
a aul cate ie . secitio® 
y 3 ites e - arr » a 
yy ‘ ce fe -) eo a ae — s 
“d : F ; ~a Pus _.) (wy = 
- ; we : 7 ie : ; re - 
al iN ey sk — ' * "i a 
oh r ee a ey oe 
va .. » ¥ ae 
3s fT ’ q\ /; — 
t FF \ | - 4 se 
re an in : = 
A % er \ ,* 3 
} d x ad 
: om, b. ; P) r 
1 * A =) ig 
' ee ‘ = f’ . im 4 
rs’ ; “ - 
O- ~ " ; 5 / Ni ' a 
. ; . i= e ’ es % a 
“4 = l—g a a. ; 
‘ ee - ~ ies 
nd oa —e -_ - “| & — 
ed F Oo. a a ee | ‘¢ oo . 
an t ere Pe ee a ft i ae a r te 4 = ; 
ig- BES oe ete ea ee: 
| hd SAY > Be ify 
he 2 bos % ee : = nae fae y _ ae 
he : Ce oot ro tae a a. BS > 2 | - a. 
yas Oe ae —-., 4g a 
ing he i tae "4 : « i 4 ’ 
w- Se Se td io a) iw 2 - 4 , ws 
ge Fi jad ae aa. ee i * ») a " aes 
sae’ i ee ee a F- r | , ms Jae 
all teal ws yy: Lary ne y ene ts aie sal i 
of jure Piette my pad ° =e. wo Oe, oe 
pt 2 a iw 4 pe ie a ‘ = i : Be 
: vt Oe +m ‘ ¥ bot a ¢ {38 4a Ag ee 
4 4 * f ; eae 4 4 igs a > y, a' ¥ i we 
. ‘rs 4 aes 5 : : Ba 
opi sk 3 . —" mee + ime it | : - Re ' a, 
ciel i i : a a Ea 
“ et pa LS re Var is - P foe 
<s -— se el Gee be ia rica 
hil- ee = 5 SS es | /¥\ > Bie’ a pis 
ritl eS . =! Tes he | ia /, v ™ wo al 2 1 ico - 
yitn le. re Eee : ' \\ \: Lg. ; ee : ee: : oF 
yast a a ‘ jp. Ree. ae * wef ; \ . é ae : 
al - - ae ell : er ee ce 
)ps- oF - 4 3 _ Fi oh i: a , 4 (T 4 Wy ~~ . J ; : " wee 
Z : $y Sale. ae : Ve s. a)" ae 
fee | (ke ae 
a. 4 . oe 4 : ; ae” . a eee 
Sie po Se ge ‘ , i re egies 27 ale oe 
pes os ili ta i * 
| s { abe : , Bs: ere e 3 Se Sek me ge a0 ‘ 
’ ian ; oa" 4 Toe 1a — ew - 
§ : ee. ee . 
el | ye - an bi = 
mt ‘ ~ a a, e Mae “ig : “ae a races > . —_ . i = = * 
al 4 oc ee , bal PF : ~ =" a 
' al " ie ie = . ‘2 = Sui il ° “ — 
uct or rks; ” — Se * eee 
. oe » ‘ i ye ‘ me , ~ , 
oN mins > eaniecatl . 
jing Shy A 1 he 
as DEBS \ NCE 1S 3 
aa UP ROVED ESE as\ 1 . * * a 
gq almost ce, oeN fy 4 y "| { li 
A makes . 4 ‘ i > 9, : e* ~~ , r S a 
Leading | Bates voag ay ta oe a Net wo re! 
nging * : ' &. oa%. P - 
. | _—=_fa a Yankee 1ON : 
—— 4 . 
— Mew, Hourstiy Acco, UN DA 
nde vig lle ag ie. fl 
, INC. hand carved wood effects aa 
con! - Economy of wood fibre plastic x 
6 “a me o, : a 
0K i! ited possibilities. = 
ivery is no worry. . wood ‘ 
‘ia the weceing » iertyoreet Cis 
“* ee x . 
” gi 
got ee 
ad ' ARS 
fs ie : 1 Pret Abe 2 5) Aye % "S Aa “s estat < : Nis aie : . My geek ae UR ee ae bee ki tae} a ; et 
Sine os Pla «SY As a2. < na 7 Tak ti oe He a” eo Ea ae eee 5 Ss sat plat ra 4 e 7" Pee toe ight on ihe i ¢ < ae aga 4 s - " " ce Pe 2 te Ca x‘ 2 Se: 
a oa ee bad Sw pee . - he = “eS ap th — 4a ct ee ae ie ne ig aint SP ae coat re: -e re a oh aa maga Sere. al fe cries ee vi Ke we oS ia Fe z 
~~ eS ee -«.. ee a” tA rr ee PETE a ge Re en Se ee ee 4 ve igi a = ~*~ Se ; Pir id & . wr {3 ber ae 


al 
4 


18 


ADVERTISING AGE 


April 6, 1942 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


NOT A THIEF 


It's Knots, Knots, 


Knots, and Knots 

To the Editor: Having noticed 
the interesting controversy in your 
columns regarding the knot in the 
Cleveland Press ad, it occurred to 
me that you ought to hear some- 
thing from the source of the sub- 
ject. As account executive on the 
Cleveland Press account, I can also 
speak for the artist, talented Joseph 
Jicha. 

It seems to me that you have 
been less than fair in your presen- 
tation of this historic controversy. 
In the first place, you apparently 
accepted Mr. Bealer’s word origi- 
nally without question, for you 
published the (upside-down) por- 
tion of the cut showing the knot 
with the uncompromising caption 
“Thief Knot.” To avoid libel, you 
should have put a question mark 
after it, or said “Alleged Thief,” or 
something like that. I'll bet if you 
ever get accused of larceny, or 
plagiarism, or some other crime, 
you’d have the law on any editor 
who didn’t take such precautions— 
that is, of course, if you were in- 
nocent. 

And, since such is the case in this 
instance, it seemed wrong for you 
to merely comment that Mr. Baum’s 
masterful exposé of Mr. Bealer’s 
ignorance “left room for argument.” 
I assure you, sir, that there is posi- 
tively no room for argument. Mr. 
Baum, Mr. Jicha, and I are 100 per 
cent right and Mr. Bealer is 100 per 
cent wrong. I refer you to the en- 
closed proof of the illustration in 
question, with the two ends sep- 
arately colored to show even the 
most obtuse mind that the knot is 
positively a perfectly good square 
knot, and not a “granny” or “thief 
knot,” as Mr. Bealer’s Boy Scout 
parlance would have it. 

As Mr. Baum pointed out, the 
fact that Mr. Jicha crossed the end 
of the red line up instead of down 
(to make a better-balanced picture) 
does not affect either the type of 
knot or its holding power. Neither 
does it lessen the strength of the 
affection which Clevelanders have 
for their newspapers — especially 
the Press. 

In view of the severe pain-and- 
anguish which has been caused by 
your unwarranted acceptance of 
Mr. Bealer’s unfounded claim, and 
your grudging disparagement of 
Mr. Baum’s masterful rebuttal, I 
must insist that you make amends. 
This much maligned knot should 
again appear in your’ columns 
(right side up), with the caption 
“Not a Thief,” together with suit- 
able apology from both Mr. Bealer 
and yourself. And don’t let the 
typo slip and say “Knot a Thief” or 
we'll have to start all over again! 


G. R. HuNTER, 
Fuller & Smith & Ross, Inc., 
Cleveland, Ohio. 
[Editor’s Note: We knew we 


should never have started this! The 
entire editorial staff is tied in knots, 
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Advertising Age herewith reproduces the original illustration of the Cleveland 
Press advertisement which started all the fuss over square, granny and thief 


knots. 


Mr. Hunter's hand coloring doesn't show—but his argument in the 


accompanying letter is clear. 


the place is beginning to look like! 


-a ship chandler’s headquarters, and | 


we're getting seasick over the 
whole thing. We've just held a 
conference, and have decided to 
settle the matter by having the 
advertising department bill the 
Cleveland Press for four times the 
cost of the original advertisement, 
on the perfectly sound theory that 
the Press has already had four 
times the space it paid for. ] 
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Using Sales Promotion 
in War Production 

To the Editor: The general idea 
of Ramsey Oppenheim’s letter (Ap- 
VERTISING AGE, March 23) is good; 
here is a practical way for Mr. Ad- 
vertising Man to get in and pitch. 

Perhaps many of us are familiar 
with the test program now being 
conducted in the plants of 50 large 
prime contractors for war defense 
needs. Our old friend, Jack Aspley 
of Dartnell, is working with the 
War Production Board in Washing- | 
ton on the idea of applying sales 
promotion 
tion of production outputs. 

As I understand it, there will be 
set up joint management and labor 
committees in these plants. I be- 
lieve further information can be 
obtained concerning the promotion 
methods used by writing Produc- 
tion Drive Headquarters, Social 
Security Building, Washington, 
a. Se 

It seems as though Jack Aspley 
has already started the ball rolling 
along the lines suggested by Mr. 
Oppenheim; perhaps he is the one 
man who could help crystalize into 
definite action the thoughts ex- 
pressed by Mr. Oppenheim. 

A. M. STEVENS, 

Sales Manager, Tablet & Ticket 

Company, Chicago. 
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The Eagle’s Claws 
in Duplicate 
To the Editor: Here is another 
instance of the “Parallel Thoughts 
in Advertising Approach,” such as 
you publish from time to time. 
Conceding that a nationally-ad- 
vertised product might well afford 


PARALLEL THOUGHTS IN 


What sharpens the 


Claws al ihe baele 


ADVERTISING APPROACH 


The American Eagle swoops into prominence in both these advertisements, from 

March issues of the American Legion Magazine (at left), prepared by McCann- 

Erickson, and The Glass Packer, placed by M. C. Diedrich for the New Jersey 
Machine Corp. 


| have been prepared during 


| bers of 


the greater cost of art work and 
printing in colors, my client, New 
Jersey Machine Corporation, felt 
greatly pleased with the belliger- 
ent attitude of the eagle, as well 
as with the headline. The similar- | 
ity in headlines created some dis-| 
cussion, but since the New Jersey | 
Machine ad was drawn up and ap-| 
proved in December, for use in the | 
March issue of The Glass Packer, 
and the McCann-Erickson ad must 
the 
same month, for the March Amer- 
ican Legion Magazine, it just 
proves that more than one mind) 
will toy with an identical thought. | 

Has anyone else used this “Claws 
of the Eagle” approach? 

M. C. DIeprRIcnH, 
Newark, N. J. 
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Selling the War 


to Canadians 

To the Editor: The sentiments 
which Arthur Price expressed so 
well in his talk before the Chicago 
Federated Advertising Club are 


methods to the promo- | those which we have been advocat- 


ing for over a year. 

We have said time and time 
again, to our clients and to pub- 
lishers, that unless 
found something substantial to 
“hang a hat on,” the pressure to 
maintain revenue would prove a 
boomerang to advertisers, agencies 
and publications. 

About six months ago we were 
handed the problem of preparing 


ee ete ems Ut ae iy ne Mt Or Fone (em 


a campaign for a client in the steel 
business. Naturally, having noth- 
ing to sell, their advertising would 


automatically be directed into the 
groove (or should we say rut?) 
termed “institutional.” After the 


usual period of labor pains we de- 


cided to, as Mr. Price put it, sell 
the war to the hill-billies who 
haven't read about it and don't 


know what or why we are fighting. 
Once that was decided upon we 
carried the idea along to the point 
of telling the story of the war in 
the words of, and over the signa- 
tures of cabinet ministers and mem- 
Parliament rather than 
through the creations of an adver- 
tising writer. 


The campaign broke early this 
|year in a list of dailies across 
Canada and in business publica- 
|tions. To date the reaction from 


government, industry and the pub- 
|} lic has been sufficiently favorable 
| to lead us to believe that, while 
we may not have produced God's 
gift to institutional advertising, we 


have at least attempted to do some- 
thing other than use space simply 
for the sake of using it. 
PAUL GREENBERG, 
Vice - President, Stanfield & 
Blaikie, Ltd., Montreal. 
v v v 


Introducing Duane 

To the Editor: You don’t mean 
to say you don’t know Duane! Well! 
Meet Duane the Doose. 

Duane is the newest addition to 
the sales force of Busy Bee Candy 


| Company, St. Louis’ largest retail 
|candy shops. 


We thought every- 
body —at least everybody in the 
Midwest—knew Duane, who is cur- 
rently scampering across a showing 
of outdoor posters in St. Louis. 
Duane the Doose is a war baby, 
no less. The management of Busy 
Bee concurred with its advertising 
agency, Padco, Inc., St. Louis, that 


the best way to make friends and! 
influence people to buy candy THIS | 


Easter was via the smile method. 
Hence, Duane. Combining a Walt 
Disney type of art treatment, a pre- 


Busy Bee’s store displays, news- 
paper advertising, etc. The store 
display cards are a replica in minia- 
ture of the outdoor poster. Duane 
was hatched by Padco’s art depart- 
ment, who worked out the details 
with General Outdoor Advertising’; 
newly-appointed art director, R 
Wilson McCoy. Continental Dis- 
play Company, Kansas City, put 
Duane on poster paper. 
HERBERT VOLK, 
Padco, Inc., St. Louis. 


Case Markets the 
American Way 


To the Editor: You have seer 
many examples of the rather sud- 
den transition from product adver- 
tising to that of an _ institutional 
service, and _ patriotic character 
What we now bring to your atten- 
tion is, if not something entirely 
different, at least something more 

In the Case college series, run- 
ning in some 20 agricultural college 
| papers during the present academic 
year and now released in brochure 


DUANE THE DOOSE—A WAR BABY 


. General Ov “oor Adv Co | 


oe 


Buby (Joe 


FOR EASTER! 


% © REALLY FINE CANDIES 


A new trade character is helping boost the sales of Busy Bee Candy Co., St. 


Louis. 


Duane was “hatched” by the art department of Padco, Inc., for use in 


outdoor posters, newspaper advertising and store displays. 


tested color scheme and completely 
situation,” 
on his way—and how! | 
He’s already chasing lots of new 


ignoring the 


Duane is 


“present 


faces into Busy Bee shops. 
This same hungry 


duckling 
pu (okay, “du-oose’”’) that’s legging it 
advertising | for the “B” is featured by Padco in 


form, the purpose is to sell some- 
thing more fundamental than any 
and all of these other things. It sells 
the American way of life, the un- 
limited opportunities it has offered 
to youth, their vital part in Amer- 
ica’s growth and greatness. 

This long look into the past to 


Busier Than Ever. 


WHBF's "Inside Pull!" 


P-s-t .. . Tri-Cities customers are 


Better Use 


THE PERFECTLY 
BALANCED MARKET 


eten 


e' produ 
served by WHBF 


AFFILIATE OF ROCK ISLAND, ILLINOIS ARGES 


Just now swinging into production 
$100,000,000 army tank contract affecting 
nearly all Tri-Cities manufacturers! More 
and more Tri-Cities men 
bring home 


and womer 


generous pay cheeks evch 


week. 


They're mighty good customers for sou 


World's Farm Implement and they're faithful listeners to WHF. 
oF tal, h t of course. BECAUSE WHBF is the ore 
Na Greate Arsena most powerful (5000-watts) local vere: 

:] 3 s] payr 

sine nee » BILLION No time now to depend on the uncer - 

LARS a y . secondary coverage of “outside voi 

TOGETHER WITH . Put your message on WHBF— its “In-1d: 
ze ati — ob pe : Pull” gets action. Let us show you "re 
ceili. sel Mal Gas EVIDENCE! 


Howard H. Wils-n So., Notional Renre entatss 
Chicagy—-New Yor’—Hollyw od 
San Francisco—Kansas City 


Basic Mutual Network Outlet 


FULL TIME 1270 K C 


THE 5000 WATT 
Voiee of the Tni-tities 


ROCK ISLAND - DAVENPORT - MOLIRE 
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COLLEGE SERIES 


Green Fields Open New Frontiers 
“YOUTH g& 


3 


1842 
creates: /f CASE 
eS Centennial 

Jubilee 

CASE” - 

This is one of a group of advertisements 

for J. |. Case Co. currently appearing 

in a score of agricultural college papers 
selling farm youth the American way of 
life. Copy emphasizes research and its 
application by machines to provide 
ever-widening horizons for modern youth. 


Western Advertising Agency directs the 
account. 


Rita 


reveal the secrets of individual and 
national success and to project them 
into the future is appropriate. The 
J. I. Case Company celebrates its 
centennial in 1942, and the century 
affords the men and events which 
exemplify the theme of these ad- 
vertisements. 

Our purpose in telling you about 
this college paper campaign is more 
than mere pride in its preparation. 
With the urgencies of war lending 
excuse for a faster drift toward 
regimentation it becomes doubly 
necessary to do now what we 
should have done before—to sell 
not only the products of business, 
but business itself as the soundest, 
fairest, fastest way to achieve social 
advancement and national security. 

What Case is doing in this series, 
it does for every company and 
every man who treasures and trusts 
the ways that have made America 
great. We believe you might well 
encourage all business to do like- 
wise as a major objective of adver- 
tising during the war period. It 
may help to preserve America not 
only as the home of the brave but 
as the land of the free. 

O. C. JENSEN, 

Western Advertising Agency, 

Racine, Wis. 
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Steel for Cars 


To the Editor: On page 10 in the| 


March 16 issue of ADVERTISING AGE, 


there is a story concerning Allied | 


Van Lines in which the statement 
is made that: 

“The government has not yet al- 
lotted rubber to the movers, 
although buses are provided for— 
a situation comparable to the gov- 
ernment’s alloting steel for pas- 


senger cars of a railroad, and pas-| 


sing over the freight cars.” 
I believe what the writer in- 
tended to say was “a_ situation 


q * HOW fsa 


money on your markeC | 


furn the details over to us. 


We're 
the most 
exacting demands of agencies, pub 


specialists in meeting 
| shers and market analysts for all 


toeir market research tabulating. 
ir long experience and complete 


ficilities assure you of 


prompt 
service, accuracy and economy. 


Write today for 
your copy of our 
FR E E booklet— 
*‘*Economy in 
Market Research.” 


RECORDING & STATISTICAL CORP. 
12 Maiden Lane, New York. N. Y. 


BOSTON CHICAGO DETROIT 
MONTREAL TORONTO 


= 


which would be comparable, etc.,” 
because steel is being allotted for 
freight car construction. 

I am calling this to your atten- 
tion because several railway ad- 
vertising men who read ADVERTIS- 
ING AGE have asked us about this 
statement. 

B. E. YOuNG, 

Manager, Railroad Section, As- 


sociation of American Rail- 
roads, Washington, D. C. 
, Ww F 
Wayne Pump Limits 
Own War Profits 
To the Editor: In view of the 
great uproar that has_ recently 


broken in Washington it is refresh- 
ing to find a company which has 
the courage to state its policy and 
end all questions concerning excess 
profits voluntarily as has our client, 
The Wayne Pump Company. It is 
also significant that this action was 
taken March 16 before any of this 
unfavorable publicity concerning 
the profits of corporations had ap- 
peared. 

We believe that a copy of the 
resolution which was unanimously 
adopted by this company is signifi- 


cant enough in itself without any) 
attempt on our part to make it into) 


a story. Here it is: 
“Whereas, the company is now 
engaged in the manufacture of mu- 


nitions and war work for the United 
States government; 

“Now, therefore, be it resolved 
that it is the declared policy of this 
company: That any net profits, 
after taxes, for the fiscal year end- 
ing Nov. 30, 1942 in excess of the 
annual average of net profits, after 
taxes, for the five year period end- 
ing Nov. 30, 1941, are to be paid 
over to the United States govern- 
ment as a refund on account of 
sums paid by it for munitions and 
other war work done by this com- 
pany in such manner as may be 
satisfactory to the government.” 

This announcement was made by 
the president, B. F. Geyer. It is 


needless for us to point out that 
this is a large corporation, doing 
between ten and twelve million 


dollars annual volume in gasoline 
pumps, air compressors and service 
station equipment in normal times, 
that their operations are world- 
wide and that they maintain about 
30 branch offices in this country 
and other countries, with more than 
300 salesmen in the United States 
alone. We believe that when a 
company of this size does some- 
thing like this it is a very definite 
indication that the average decent 
business man does not have the 
slightest possible desire to capital- 
ize our country’s misfortune or to 


make extra profits in the emer- 
gency. 
L. W. BonsIB, 
President, Bonsib Advertising 


Agency, Fort Wayne, Ind. 
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Assails NAB Report 


To the Editor: No doubt other 
newspapers have already called 
your attention to the misstatement 
in an article in your issue of Feb. 
23, headlined “Radio Holds Edge 
During Emergency, NAB Report 
Claims.” 

We are all having our troubles, 
of course, newspapers, radio and 
most every other business, but it 
seems as though statements relative 
to the other fellow should at least 
be truthful. Long before the auto- 
mobile was used for the delivery 
of newspapers Uncle Sam was per- 
mitting rural newspaper delivery 
by mail. In spite of the endeavor 
on the part of newspapers to give 
their readers better service by spe- 
cial automobile carrier service, 
especially on Sundays, many thou- 
sands of newspapers are still being 
delivered by mail and it looks as 
though more Sunday newspapers 
would have to be delivered in the 
same manner before this war is 
over. 

As I see it the following state- 
ment quoted in the article referred 


to, “The situation is so serious that 
the ANPA is reported to have ap- 
proached the postal authorities for 
a relaxation of the rules to permit 
rural newspaper delivery by mail” 
is not a true statement. In the in- 
terest of newspaper advertising 
such statements should not be pub- 
lished. 
T. W. SUMMERs, 
Promotion Manager, Omaha 
World-Herald, Omaha, Neb. 
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Permission Granted 


To the Editor: The Atlanta Mas- 
ter Printers Club has asked us to 
prepare a booklet on the current 
situation in the paper market. Local 
printers, it seems, believe their 
business is being handicapped by 
the feeling among some people that 
paper is practically unavailable. 
There has been even some feeling, 
we are told, that it is unpatriotic 


to use paper for advertising ma- 
terial. 
In the March 23 issue your 


article, ‘Rumors of Imminent Paper 
Rationing Denied by WBP,” is un- 
usually appropriate. Will you grant 
your permission for us to reproduce 
this article in whole, or part, in the 
booklet referred to above? 
W. W. NEAL, 

Liller, Neal & Battle, Atlanta, 

Ga. 
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RIGHT, MR. HENDERSON! 


War has given the American 
home-maker new responsibility 
and the power that goes with it. 


She is the only sure and stable 
buying factor in the fast-changing 
social and economic picture. 

To her, more than to anyone 
else, is given the spending of those 
higher wages of war production. 


And for guidance and aid in 
this tremendously important job, 
more and more American women 
are buying the magazines that 
talk their language. Since war has 
become the great, pressing prob- 
lem in every home, the women’s 
service field has been moving 
ahead in a rising tide which today 
is breaking all circulation rec- 
ords, with recent increases greater 
than any other class of magazines. 


Fiction and entertainment still 


€¢€ The War against Waste is a continuous fight 


which must be carried on unremittingly in every 


home in America. Housewives in their homes are 


the front line troops. They constitute the army 


upon whose day-to-day activities in the market- 


* WOMAN'S HOME COMPANION 
SS Cndorilinding Uamen is Our fl-Time Sob! 


place and the home depends the success or failure 
of the entire conservation campaign. 9 9 


LEON HENDERSON, 
Administrator, Office of 


Price Administration 


fill an important need in women’s 
service magazines—but above all, 
home-makers now need and want 
practical help. They get practical 
help in the pages of the Compan- 
ion. That’s why the Companion 
is thumbed, clipped and filed— 
for thirty days and more. 


Typical of the Companion’s 
consistent effort is the current in- 
tensive nutrition program telling 
women how to know, buy, and 
use food values effectively. 


That the Companion is meet- 
ing women’s wants is proved by 
the fact that this magazine leads 
its field in editorial readership... 
and in advertising visibility—ac- 
cording to surveys made by out- 
side sources. 


This intense Companion 
reader-interest creates and di- 
rects the buying activity of mil- 
lions of women. 
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yomen-appeal = 
advertising leadership! 


’ 


sy ssmore to Chicago women when you build your 


sales drive around the Tribune—a fact made plain by the 


advertising practice of the merchants who know Chicago 


If women buy it, you can sell more of it in Chicago 
by basing your promotion on the medium from which 
more women are accustomed to buy. 

How Chicago department stores and specialty shops 
have widened the spread in the Chicago Tribune's 
leadership in women-appeal advertising is shown in 
the figures to the left. 

In 1937, these merchants, who have the best op- 
portunity to check Chicago women’s response to 
advertising, placed in the Tribune 98% more of their 
expenditures for women-appeal advertising than they 
placed in any other Chicago newspaper. 

Last year they increased the Tribune’s lead to 143%. 

In 1937, these stores placed in the Tribune 46% of 
their total expenditures for women-appeal advertis- 
ing in all Chicago newspapers. Last year they boosted 
the Tribune’s percentage to 49% — or practically as 
much as they placed in all other Chicago news- 
papers combined. 

Chicago retailers selling to women make the 


Tribune their number one medium because the 


THE 


WORLD'S GREATEST NEWSPAPER 


Tribune is the number one newspaper with women. 
Every day of the week, the universal appeal of the 
Tribune attracts an audience composed of women in 
all walks of life, living in every neighborhood and 
suburb of Chicago. 

This is Chicago’s largest constant audience of 
women and — by the testimony of Chicago retailers 
selling to women—by far the most responsive. 

When you can have more, why take less? Deliver- 
ing hundreds of thousands more circulation, daily 
and Sunday, than other Chicago newspapers, the 
Tribune today has the breadth of circulation and the 
sustained, day in and day out, intensity of reader 
interest which enable you to sell more to women— 
no matter what you sell or the income group to 
which it appeals. Rates per 100,000 circulation are 
among America’s lowest. 

To maintain your sales in line with your re- 
quirements and your expectations, ask a represen- 
tative to help you plan a program built around 
the Tribune. 


Chirngs Orie —:- 


circulation: 
Daily, Over 1,000,000— 
Sunday, Over 1,200,000 
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TWA Eliminates 
Vacation Copy in 


Current Schedule 


Air Transport Group 
Considers Budget and 
Wartime Policies 


Kansas City, April 2.—Vacation 
travel advertising by the nation’s 
leading airlines, which usually 
begins about this time each year, 
will be neglected in 1942, Paul 
Markman, vice-president of Beau- 
mont & Hohman, which directs the 
account of Transcontinental and 
Western Air, Inc., told ADVERTISING 
AGE here today. 

Speaking only for TWA, Mr. 
Markman said that although the 
airline’s advertising budget 


about! 


equals 1941’s, and passenger traffic 
is considerably ahead of a year ago, 
the airline considers its current 
promotional duty the job of con- 
vincing persons whose time is vital 
to the war production program of 
the time saving resulting from air 
travel. 

“This part in the war program 

as been recognized by all the 
major airlines,’ Mr. Markman said, 
“and most campaigns either are, or 
soon will be, pointed in the direc- 
tion of the ‘Time Won't Wait’ copy 
theme.” 

Featured more heavily than ever 
before in TWA’s spring schedule 
are the number of flights daily and 
the travel time of these flights be- 
tween heavy traffic centers. Ac- 
cording to Mr. Markman, TWA is 
swinging to heavier use of news- 
paper space in most cities, listing 
the area’s three most traveled 
point-to-point flights. 


Must Be Flexible 


Commenting on the heavier 
newspaper’ schedules, he _ said, 
“More than half our advertising 


now goes to the newspapers because 
our campaign is of a very flexible 
nature. We must no longer use 
copy as to the safety of flying— 
much airline advertising in the past 
was aimed at combatting the fear 
of flying in seeking first-time pas- 
sengers—because due to war con- 
ditions and past advertising, little 
fear of flying remains to be over- 
come. Until recently, too, selling 
air travel was an individual spe- 
cialized selling job. Today we hit 
the broad market with good results. 
Of course, the whole airline adver- 
tising picture is contingent on what 
war needs must be satisfied by the 
airlines. At present, most airline 
equipment is operating near to 


what we believe to be ‘Safety Ca-| 


,% 


pacity. 

Just released this week is a new 
TWA folder in red, white and blue 
announcing what has happened to 
TWA’s much-advertised Strato- 
liners. “Called to the Colors” is the 


folder’s heading, and it is being dis- | 
company’s | 


tributed both to the 


mailing list and as a_ hand-out 
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To the Stars 


For Spot campaigns, wise Radio Directors buy 
PROGRAM ASSOCIATION. WOW offers the best 
Program Association available anywhere. 


This, plus 590 kilocycles, plus 5,000 watts, plus the 
$2,000,000,000 WOW-LAND market, makes WOW an 
unbeatable combination for the Spot Radio user. 


WOW is the only radio station that dominates the 276 rich 


counties within a 150-mile radius of Omaha. 


WOW-LAND’ 


lowa; two-thirds of Nebraska 


*WOW-LAND includes the western third of 


and big income 
sections of Kansas and South Dakota 


RADIO STATION 


. ‘NBC RED NETWORK 
590 KC. * 5000 WATTS — 


- JOHN J. GILLIN, JR. GEN'L MGR. 


JOHN BLAIR CO., REPRESENTATIVES _ 


AIRLINES PROMOTE INDIVIDUAL FLIGHTS 


h aa in War Time 
Decode 
___ amma SLI .. 
DEPENDABLE... | 
because Unole Sam 


onl oh thad wag! 


qnmens ow 66 0iam 


| = = MT = 


ie 


the vital importance of saving 


) Hine 
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Fer Direct Connection with Pon American 
Airways fer Beth Coasts of South America 
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Sata; of cena advertising of the nation's airlines are these newspaper 
| ads emphasizing individual flight schedules plus the dependability of service and 


valuable time in transportation. 


| Quoting a War Department bulletin 
|of Jan. 26, the booklet says: “The 
| War Department said today that 
Transcontinental & Western Air, 
Inc., had turned over to the army 


which will be used for special pur- 
poses for which high speed and 
long range are essential.” 

The booklet asserts that there 
will be no reduction in TWA serv- 
ice and explains how and why 
present equipment will cleave to 
present schedules. “‘Space is almost 
always available at convenient de- 
parture times,” the booklet says, 
and the subjects of priorities, new 
equipment and maintenance are 
discussed, pointing out that “priori- 
ties will not interfere to any large 
extent with the travel of the gen- 
eral public, according to a War 
Department official’s statement. In 
| the majority of cases the public will 
find airline space for its use as in 
the past.” 


CONSIDER ‘42 BUDGET 

Chicago, April 1.—Members of 
the Air Transport Association of 
America met in a closed-door ses- 
sion here yesterday to set up adver- 
| tising policies and approve the 
| association’s 1942 advertising bud- 
|get. No official announcement of 
plans or policies was forthcoming 
| immediately, but it was reported 
that promotional activities would 
be maintained at former levels, or 
even expanded. 

Erwin, Wasey & Co. 
account. 


directs the 


| Consumers’ Research 
Imitator Cited 


| 
| The Federal Trade Commission 
has issued a complaint charging 
| Nathaniel Friedman, 4305 N. Keeler 
avenue, Chicago, with misrepresen- 
tation in the sale of publications 
| which purport to supply dealers 
/and the public with information on 
the relative merits of various makes 
of automobiles. 
By trading as “Consumer’s Re- 
search Service’ and “Consumer's 
Report Service,” the respondent is 
alleged to have misled purchasers 
into the mistaken belief that his 
publications were published by 
Consumers’ Research, Inc., Wash- 
ington, N. J. In this connection, 
the FTC complaint refers to CR’'s 
monthly “Consumers’ Research 
Bulletin” as being “regarded as a 
source of accurate and unbiased 
expert opinion concerning many 
commodities, including automo- 
biles.”’ 


New Iowa Station 
Joins Blue Network 


KXEL, new 50,000-watt clear 
channel serving Waterloo and 
Cedar Rapids, Ia., will join the 


basic Blue network when it begins 
operation approximately June 1. 
Joe Dumond, former radio director 
of Henri, Hurst & McDonald, Inc., 
is president and general manager 
of the Josh Higgins Broadcasting 
Company, licensee 

The station's transmitter 
located adjacent to Josh 
State Park, a 1,000-acre 
named for the rural 
created by Dumond. 


will be 
Higgins 
parkway 
character 


its fleet of five Boeing Stratoliners | 


Ad Council Picks 
Industrial Members 


Mason Britton, vice-chairman of 
McGraw-Hill Publishing Company, 
and Bennett Chapple, assistant to 
the president of American Rolling 
| Mill Company, have been elected 
directors of the Advertising Coun- 
‘cil. Selection of Mr. Britton to 
represent business papers and Mr. 
Chapple to represent’ industrial 
advertisers completes the organiza- 
tion of the council’s board. 

Mr. Britton returned to McGraw- 
Hill Jan. 1 after serving for a year 
and a half as director of the ma- 
chine tool division of the Office of 
Production Management. He is a 
former chairman of the Advertising 
Federation of America. 


Dissolve Lewis & Tokar 


The partnership of Lewis & 
Tokar, Newark advertising agency, 
has been dissolved, but both Mr. 
Lewis and Mr. Tokar will continue 
to operate agencies under their 
individual names. Milton L. Lewis 
will head the newly-formed Lewis 
Advertising Agency, while Alfred 
F. Tokar will operate under the 
name of Alfred F. Tokar Advertis- 
ing. Both new firms will be located 
at the present Lewis & Tokar ad- 
dress, 17 Academy street, Newark. 


Newspapers for Saraka 
Union Pharmaceutical Company, 
Bloomfield, N. J., has launched a 
series of newspaper campaigns 
for Saraka laxative in 12 cities 
throughout the country. Copy will 
appear in Sunday magazine sec- 
tions, through Lawrence C. Gum- 


binner Advertising Agency, New 
York. 

Joins Cummins Diesel 
Charles D. Cavett has been 


named advertising and sales pro- 
motion manager of Cummins Diesel 
Engine Corporation, New York. He 
was formerly on the copy staff of 
Spencer W. Curtiss, Inc., Indian- 


tabloids 
Stitched 


You pay only 8c per pound 
bulk mailing cost for stitched 
tabloids of 24 pages or more 
We stitch Newscolor tabloids 
on the press as we print them 
—in one to four colors. Our 
production speed of 20,000 
copies an hour means low unit 
cost. Want samples? 


SHOPPING NEWS 
Rewscolor “Division CLEVELAND 
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U.S. to Use Space 
fo Build Audience 
in Latin America 


New York, April 3. — Approxi- 
mately 54 newspapers in 30 key 
Latin American markets will carry 
U. S. government advertising boost- 
ing shortwave news broadcasts 
through plans completed this week 
by the Coordinator of Inter-Ameri- 
can Affairs. 

Weekly insertions will promote 
listening to U. S. shortwave sta- 
tions, and will list the principal 
news broadcasts beamed southward | 
from this country. 

Both the Spanish edition of Read- | 
er’s Digest and the air express| 
edition of Time will carry the short | 
wave advertisements. Irwin Vladi-| 
mir & Co., New York, will place a 
large portion of the copy. 

In buying paid advertising to at-| 
tract attention to its news broad-| 
casts, the United States govern- 
ment will be following the prece- 
dent established by the German and | 
Italian governments in their Latin 
American propaganda prior to the 
Rio de Janeiro conference. Axis| 
advertising is virtually non-existent | 
today in those Latin American | 
countries that have severed rela- 
tions with the Axis. 


Other Plans Made 


} 
| 
| 


The newspaper advertising placed 
by the Coordinator is only one 
phase of a rapidly expanding cam- 
paign of developing audiences for 
American news to the south. 

Because the number of radio re- 
ceivers which can tune in _ short 
wave broadcasts is relatively small, 
the Radio Division of the Coordina- 
tor’s office, headed by Don Fran- 
cisco, is concentrating on develop- 
ing network and transcription pro- 
gram services for local stations in 
the Latin American republics. 

Mr. Francisco recently urged ex- 
port advertisers to cooperate in the 
“psychological war” against the 


Axis by sponsoring news broadcasts | 
and 


in Central 
(ADVERTISING AGE, 


on local stations 
South America, 
March 16.) 

Plans for promoting a_ special 
“hemisphere radio” to enable Latin 
Americans to tune in U. S. short- 
wave programs in greater numbers 
have been sidetracked for the pres- 
ent because of the scarcity of ma- 
terials used in the manufacture of 
the sets. 


Outboard Output Cut 


The War Production Board has 
halted the output of all outboard 
motors, except for defense orders. 
Manufacture of repair and replace- 
ment parts up to 75 per cent of the 
1941 rate is permitted. In addition, 
WPB froze stocks of all outboard 
motors of six horsepower or over 
in the hands of manufacturers. The 
freeze order does not apply to 
smaller models, nor those of any 
size in the hands of distributors 
or dealers 


a 


| there But 


‘WSYR 


SYRACUSE 


WPB Promotes Pratt 


E. E. Pratt, sales promotion man- 
ager of Chrysler Corporation, De- 
troit, has been named educational 
and industrial contact branch chief, 
Bureau of Priorities, Division of 
Industry Operations, War Produc- 
tion Board. He has been chief of 
the training section of WPB’s Bu- 
reau of Field Operations. During 
the last war, Dr. Pratt was Director 
of the Bureau of Foreign and Do- 
mestic Commerce. 


Watson Joins WPB 


Clifton E. Watson, formerly man- 
ager of Southern sales for Emmons 
Loom Harness Company, Lawrence, 
Mass., has been granted leave of 
absence to join the textile machin- 
ery division of the War Production 
Board, Washington. 


Letters to Armed 
Forces to Feature 
Heppenstall Drive 


Pittsburgh, April 1.—One of the 
most unusual wartime advertising 
programs yet to make its appear- 
ance was inaugurated this week by 
the Heppenstall Company, Pitts- 
burgh steel forging concern whose 
production has been converted 
almost completely to the making of 
warship parts and equipment for 
producing forged parts for planes, 
tanks and other military equip- 
ment. 

The series of messages to appear 
throughout the balance of the year 
in Fortune and Metal Progress con- 


tains no headlines or ordinary com- 
pany signatures, but features letters 
written to men in the armed serv- 
ices and signed by Heppenstall em- 
ployes. The initial advertisements 
appear in April issues. 

The letters are intended to 
encourage men in _ the fighting 
forces and to stress the solidarity 
and determination of the workers 
on whom they depend for fighting 
equipment. Each letter is mounted 
on a bleed four-color illustration. 
Ketchum, MacLeod & Grove, Pitts- 
burgh, is the agency. 


Names MacDonald-Cook 


Indiana Glass Company, Dunkirk, | 


Ind., has 
Cook Company, 
direct its 


appointed MacDonald- 
South Bend, to 
advertising. 


Airs Cardinals’ Games 


Station KXOK, owned and oper- 
ated by the St. Louis Star-Times, 
has completed arrangements for 
broadcasting the games of the St. 
Louis Cardinals and Browns from 
Sportsman’s Park. This year Lever 


Bros. for Lifebuoy and General 
Mills for Wheaties will sponsor 
before and after-game broadcasts 
on alternate days. Hyde Park 


Breweries, St. Louis, through Young 
& Rubicam, will sponsor play-by- 
play broadcasts. Five Missouri and 
Illinois stations will carry the pro- 
grams. 


Scherer Names Butler 


Scherer Freight Lines, Ottawa, 
Ill., has placed its account with 
Kenneth B. Butler & Associates, 
Mendota, III. 


te. kh a 


“SIGHTED SUB 


Four terse words—and a perfect pic- 
ture of effective action! Business 
needs that kind of effectiveness just 
as much as our armed forces do. And 
that is exactly what farm publica- 
tions provide the advertiser who 
sells to the farm market. 

They are the most important pub- 


lications that enter the 


for they are essential in telling farm 


people how to do their part in win- 


ning this war. And they reach the 


AGRICULTURAL 
PUBLISHERS 


farm home, 


ASSOCIATION» 


M PUBLICATIONS OFFER... 
The only complete and effective 
. of the farm field = 


six million American farm families. 

With farm earnings up three bil- 
lion dollars this year, no advertiser 
can afford a ‘“‘near miss” or a “prob- 
able.” Give your advertising effec- 
tive action with the most effective 
medium in the farm market—farm 
publications. Agricultural Publish- 
ers Association, 333 North Michi- 
gan Avenue, Chicago, Illinois. 
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Silk Screen Process 


Shown in Washington 


The Library of Congress and the 
Washington Society of Typographic 
Arts are sponsoring jointly an exhi- 
bition of America’s own contribu- 
tion to printing media, the silk 
screen process. 


the process from simple 
printing to modern silk screen tech- 
nique. 

The display was planned and as- 
sembled by the Creative Print- 


makers Group, which plans to send | 
the exhibition on tour when the} 
Washington showing ends April 11.) 


Information regarding the itinerary 
may be obtained by writing the 


group at 12 W. 17th street, New 
York. 
4 


“That march today must have covered 


The exhibit por-| 
trays the technical development of | 
stencil | 


Bijur Staff Goes to 
Varied Positions 


Following “hibernation” of 
George Bijur, Inc., New York 
agency, for the duration of the war, 
and the setting aside of a special 
fund to provide for its re-establish- 
ment later, the “landing place” of 
many staff members has been an- 
nounced. R. C. Powell, research 
manager, has joined the cavalry; 
H. C. Williams, radio and space 
manager, is seeking a post with the 
| signal corps, and George Bijur has 
applied for a commission in the Air 
Force; Harriet Bissell, copywriter, 
is dividing her time between the 
Air Ferrying Command in Wash- 
ington and her normal advertising 
| activities; and Sterling Warren, 
production manager, is still unde- 
| cided about whether to take a post 
with the WPB or another agency. 

Arkady Leokum, copy supervisor, 
has joined S. M. Kiesewetter 
Agency. Eran Karr, office man- 
|ager, and Pauline Quigg, chief 
bookkeeper, have joined Wm. A. 
Schautz Advertising Agency, while 
Ruth Bannerman, receptionist, has 
joined Pedlar & Ryan. 


| Powers Bill Signed 


The second War Powers Bill, 
|authorizing mumerous emergency 
| measures, including curtailment or 
suspension of regular censuses, has 


Ford Wins Court Fight 


Against Chain Taxes 

A two-year battle between the 
state of Colorado and the Ford 
Motor Company over the question 
of whether the company should pay 
nearly $200,000 in chain store taxes 
has been decided in favor of the 
company by the Colorado Su- 
preme Court. The decision, at- 
torneys said, frees the entire 
Colorado automobile retailing in- 
dustry from chain store taxes. The 
state conceded at the outset that 
the establishments in question were 
directly owned and operated by in- 
dividual dealers and not by the 
Ford company, but contended they 
were under company control and 
that the dealerships were operated 
as if they were members of an in- 
tegrated chain organization. 

The court decision held that none 
of the claimed antisocial or eco- 
nomic factors which led to the 
enactment of chain store legisla- 
tion nor any of the advantages 
over the independent merchant 
which accrued to a chain by reason 
of its business methods are extant 
in the automobile sales industry 
and that it would be unreasonable 
to assume that the Colorado act 
was intended or does apply to the 
situation under consideration. 


Alexander Named V.-P. 


been signed by President Roose- Sidney G. Alexander, media and 
. . s , iY 2 . . . 9 
WFDF, Flint, Michigan's half millivolt | \.)t, Free postage for men in the| radio director of Weiss and Geller, 
contour | armed forces is provided for in the|New York, has been appointed 
new law. vice-president. 
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prepared to hold a line for many months quick-acting, hard-hitting sales force. It can 
Only a few forays and skirmishes marked be placed to work at specific points where 
any movement on the front. But a new needed. It can be brought to bear on a mar- 
a , ket in the degree of intensity desired loes 
technique has come-—one of surprise, fast See ree See Oh ey Cee Ie — 
a. not dissipate its efforts where effort brings no 
movement, constant shifting and attack, a 
anil results. The newspaper is the flexible adver- 
bringing pressure where best results can be ' 
tising medium best suited to cover today s 
expectec 
f flexible markets 
Business, too, has changed tactics, made 
necessary by problems in transportation and SELECTIVE SELLING NEEDED HERE 
supply. Outworn slow-moving and wide- In a southern market a locally dis- 
spread sales plans are too ponderous for these tributed product receives 52.6'; of the 
; Onl k ; ket total business. Two nationally distrib- 
- ke artic selected marke ; 
times. nly Quick action in selected Markets uted products, combined, receive 27.2; 
accomplishes a sales objective at profitable of the business in the same market. 
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~. STROMBERG -CARLSON 


A laconic wartime message is tied in with the importance of communications 


equipment in this first of a new series 


| Stromberg-Carlson Telephone Mfg. Co. 
| 


Wartime Copy 
Series Launched 
by Stromberg 


Rochester, N. Y., April 2. — Por- 
|traying dramatic incidents in the 
use of communications during war- 
time, Stromberg-Carlson Telephone 
| Mfg. Company launched a new 
| drive this week to emphasize the 
| vital necessity of communications 
| equipment, Insertions woven around 
| the war theme are scheduled to ap- 
pear once a month in Life and The 

Saturday Evening Post. 

First ad in the series presents the 
|; now classic radio 
naval officer who reported “sighted 
_sub—sank same,” following his en- 
counter with an undersea craft. 
After briefly describing events that 
led to the terse report, copy ex- 
plains that Stromberg - Carlson 
equipment for home use will be 
available only a short time longer, 
| since the company produces a vari- 
ety of communications equipment 
for the armed forces. “However,” 
it continues, “with the new de- 
velopments our 
now perfecting, the Stromberg- 
_ Carlson you buy when the war is 
| won will be even finer than it is 
today.” 

To impress its own workers with 
their importance in the production 
battle, the company intends to 
bring the series to the attention of 


ploye, as well as all stockholders, 
directors and office workers. Mc- 


| Cann-Erickson, New York, is the| 


agency. 


Agency Stipulates 

Donahue & Coe, New York, and 
its client, Southern Rice Sales Com- 
pany, New York, have stipulated 
with the Federal Trade Commis- 
sion to tone down vitamin claims 
made for River Brand rice prod- 
ucts. Agency and advertiser agreed 
in separate stipulations to desist 
from representing that normally 
consumed quantities of the brown 
rice product meet daily mini- 
mum nutritional requirements, that 
| puffed brown rice is comparable in 
vitamin content to the unpuffed 
variety, and that any one of the 
vitamins contained in the puffed 
product is “the health vitamin.” 


| Froggatt Names Agency 


Joseph Froggatt & Co., New York, 
insurance accountant, has placed 
its account with Parker-Allston 
Associates, New York. 


message of the! 


laboratories are, 


every Stromberg-Carlson plant em- | 


of national magazine advertisements for 
McCann-Erickson is the agency. 


FCC Publication 
Placed on Sale 


“Statistics of the Communica- 
tions Industry in the United States,” 
a Federal Communications Com- 
|mission publication covering the 
calendar year 1940, has been placed 
on sale by the Government Print- 
ing Office at 20 cents per copy. The 
first edition of the yearbook, cover- 
ing 1939, was sold out within a few 
weeks and a second printing was 
necessary. 

The book includes financial and 
operating data of common carriers 
and broadcast stations under FCC 
jurisdiction. Statistical summaries 
on radio stations and networks are 
included, 


Mrs. King Resigns 

Mrs. Caroline B. King has re- 
signed as women’s editor of Couwn- 
try Gentleman to devote full time 
to writing. Sara Bulette, an asso- 
ciate editor, will succeed her. Mrs. 
King was official dietitian of the 
World War I AEF, and one of the 
first woman editors of Country 


Gentleman. 
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Window Drapes 
Like Women’s Hats, 
Kirsch Declares 


Detroit, April 1—American wo- 


men choose their window drape | 


styles like they do their hats# 


| Automobile 


Aetna Merges Publicity, 
Advertising Departments 
Aetna Life Group, Hartford, has 
merged the advertising and pub- 
licity departments of the Aetna 
ife Insurance Company, and its 
affiliated companies, the Aetna 
Casualty & Surety Company, the 
Insurance » Company 


deciding on one after looking at|and the Standard Fire Insurance 


many—and the Kirsch Co 
Sturgis, Mich., one of the 
largest makers of draper¢ hard- 
ware and Venetian blinds, has 
based its 1942 advertising and mer- 


ld’s 


chandising program partly on that) 
direction, G. V. Pickering will have 
First national advertisements in| 


fact. 


the new campaign, just released by 
the agency, Brooke, Smith, French 


& Dorrance, will feature beautiful | ond marine and allied lines. 


windows and refer women readers 
to their department store or home 
furnishing dealer. 

To merchandise the program, 
Kirsch has placed in the hands of 
thousands of retail outlets an elab- 
orate portfolio containing scores of 
full-color room scenes and 160 win- 
dow treatments and giving details 
of the drapery fixtures or Venetian 
blinds used in each 
Women with home decorating prob- 
lems can visualize from this album 
the effect of various color schemes 
and window treatments in rooms 
similar to their own. After making 
a choice they can order the required 
drapery material and fixtures on 
the spot. 


Not Hurt by War 


The 1942 Kirsch campaign will 
consist of full-page  black-and- 
white advertisements in a list in- 
cluding American Home, Better 
Homes and Gardens, House Beauti- 
ful, House & Garden and Ladies’ 
Home Journal, with first insertions 
in April issues. Both the national 
campaign and the retail store port- 
folio will be vigorously merchan- 
dised with full-page ads in five 
business papers. 

Incidentally, war does not seem 


to have dulled women’s interest in| 


home decoration. Kirsch advertis- 
ing in 1941 set a new record for 


inquiries, 161,000 women writing 
for copies of a book on “Smart 
Window Treatments”—and_ early 


this year coupons were still coming 
in at the rate of more than 100 a 
day. 


Thompson Made Manager 


Louis Thompson, former pro- 
ducer and engineering supervisor 
with CBS in New York and Chi- 
cago, has been named operating 
manager of Metropolitan Televi- 
sion, Inc., broadcasting subsidiary 
of Bloomingdale’s and Abraham 
and Straus. The department stores 
will start construction immedi- 
ately of FM and television stations 
atop the Hotel Pierre. 


Quits Distilled Liquors 

W. A. Gordon has resigned as 
advertising and sales promotion 
manager of Distilled Liquors Cor- 
poration, New York. 


ny, | Company. The consolidated depart- 
*|ment will be headed by Stanley F. 


Withe, formerly manager of the 
| publicity division of the casualty, 


surety, fire and marine depart- 
ments. 
Under Mr. Withe’s general 


charge of the advertising of the life 
/}insurance activities of the group, 
| R. E. Brown of the casualty depart- 
ment, and H. C. Pulver of the fire 


Wilson Joins OFF 

Frank Wilson has resigned as 
head of the script department of 
Lord & Thomas, New York, to join) 
the Office of Facts and Figures, | 
Washington, D. C. 


‘Cover Girls’ to | 
Play Leads in 
Columbia Movie 


New York, April 2.—Those often 
anonymous models who have sold 
millions of copies of national maga- 
zines from newsstands will step 
into the Hollywood spotlight in the 
forthcoming Columbia Pictures film, 
“Cover Girls,” starring Rita Hay- 


worth. 
Columbia has recently concluded 
tie-ups by which national maga- 


zines totaling more than 24 million 


circulation will each select its own | 


cover girl to be featured in the film. 
Jumbo blowups of the cooperating 
publications will form the back- 
ground for one of the musical’s 
principal sequences. 

Publications which will conduct 
polls include Harpers’ Bazaar, Cos- 
mopolitan, Collier’s, Ladies’ Home 
Journal, Vogue, Woman’s Home 
Companion, American Magazine, 


Liberty, Look, Life, Esquire, Cor- 
| onet, Redbook, and Mademoiselle. 

| The models chosen by the maga- 
| zines will receive the usual Holly- 
wood voice and acting coaching on 
| the Coast after they have said fare- 
well to New York in a party for 
advertisers and agency men at 
Manhattan’s Stork club. 


Patterson Leaves WLWO 


Eugene Patterson, formerly pro- 
gram director of WLWO, Cin- 
cinnati shortwave station, has re- 
signed to join the New York office 
of the Coordinator of Information. 


He will act as assistant to the pro-| 


gram director of the radio division. 
He was the author of a number 

of books on advertising, business 

letter writing, and salesmanship. 


Felix Suspends Reports 
Radio Coverage Reports, New 
York, will suspend its service until 


further notice, according to Edgar | 


| Felix, director. Mr. Felix is de- 
| voting full time to an Army Signal 
'Corps project. 


FTC Issues Order 
Against Corn Products 

Corn Products Refining Company 
and its sales subsidiary, Corn Prod- 
ucts Sales Company, have been 
ordered to cease and desist from 
discriminating in prices, services 
and facilities, and to refrain from 
exclusive dealer arrangements in 
violation of the Robinson-Patman 
and Clayton acts, by the Federal 
Trade Commission. 

FTC charges that the company 
sold dextrose to the Curtiss Candy 
Company, Chicago, and _ induced 
Curtiss to advertise its candies as 
containing dextrose, in considera- 
tion of which the defendant spent 
approximately $750,000 in four 
| years in advertising Curtiss candies. 
FTC's order directs the respondent 
to cease furnishing § advertising 
services to Curtiss, when such serv- 
ices are not offered to competitors. 


WLOL Adds Myer 


Lynn Myer, formerly advertising 
manager for Pepsi-Cola Company 
in the Twin Cities, has joined the 
‘sales staff of WLOL, Minneapolis. 
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Curtis Reports 
Gross Up, Nef 
Down for 1941 


Circulations at High 
Point, But Rising 
Costs Cut Earnings 


Philadelphia, March 31.—Assert- 
ing that the company has done all in 
its power to adjust itself to war- 
time conditions, but that “the situa- 
tion does not warrant an optimistic 
view regarding profits in 1942,” the 
Curtis Publishing Company re- 
vealed in its report to stockholders 
on 1941 operations, released over 
the weekend, that net profits for 
the year totaled $2,059,656, com- 
pared with $3,044,643 in 1940, de- 
spite an increase in income during 


the twelvemonth. 

Income last year, after agency 
commissions, was $41,534,580, com- 
pared with $38,846,897 the previous 
year, but increased costs, due espe- 
cially to higher circulations of all 
Curtis magazines, to debenture 
charges and to improvements in 
the publications themselves, 
brought the profit margin down. 


Forecasts Impossible 


Reviewing the changes made in 
subscription prices and advertising 
rates, Walter D. Fuller, president, 
said in his report to stockholders: 

“As a result of the war, we have 
had thus far in 1942 some reduc- 
tion in volume of advertising sales, 
principally from those industries 
which are converted to war produc 
tion and have no goods to sell the 
general public. Our sales and re- 
search departments are using every 


effort to minimize loss of advertis-| 


! ——— 


“If present hopes concerning vol-| 
ume of business are sustained, the | 


added net revenue from the changes 


according to a recent survey, has 


in Chicago and the 
centers a great 
listen “most” 


stations combined .. - 


se 25 important trading 
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in circulation and advertising rates 
of the Post and Journal during 
1942, should amount to several mil- 
lions of dollars. However, it is im- 
possible to make forecasts, under 
present wartime’ conditions, in 
which we can have any confidence.” 

As far as supplies are concerned, 
Mr. Fuller said, one of the greatest 
problems will probably be the 
transportation of materials into the 
plant and the movement of finished 
magazines to the readers. “Beyond 
the element of cost,” he said, “we 
shall face difficulties in getting the 
magazines to their destinations on 
time,” referring apparently to dis- 
tribution difficulties which many 
magazines have already encount- 
ered due to the load which war in- 
dustries are placing on transporta- 
tion systems. 


Income Detailed 


In 1941, 79 per cent of the com- 
pany’s total revenue came from ad- 
| vertising, the report discloses, with 

gross sales for that year and 1940 
| shown as follows: 


1941 1940 
| From circu- 
lation ....$12,293,000 $11,490,000 
| From adver- 
tising . 38,845,000 36,054,000 


For the individual papers, gross 
advertising sales were as follows: 
The Saturday Evening Post, $27,- 
631,000 in 1941 and $26,750,000 in 
1940; Ladies’ Home Journal, $8,- 
307,000 in 1941 and $6,750,000 in 
1940; Country Gentleman, $2,907,- 
000 in 1941 and $2,554,000 in 1940. 
From the company’s gross income 
$10,970,321 was deducted in 1941 
for advertising and circulation com- 
missions, while the corresponding 
figure for 1940 was $10,151,562. 

The report points out that “dur- 
ing these tempestuous 11 years 


(1930-41) of depression, high com- | 


petition from radio and new pub- 
lications and now of all-out war, 
your company’s financial strength 
|in some ways has become greater 
'than it was in 1930.” The figures 


show the cash position was better | 
| by $1,920,807, and investments in| 


subsidiaries and associated com- 
| panies and other investments had 
_increased by $1,394,892. 


Scorns Readership Figures 


Reporting that the circulation of 
each of the company’s magazines 
(including Jack and Jill, magazine 
for children) reached new all-time 
‘highs during 1941, 
ruary, 1942, records show them 
still climbing, Mr. Fuller indicated 
|that Curtis is not impressed by 
magazine readership studies of the 
type which have become prevalent 
| recently by asserting: 

“We do not know how many 
| people read these magazines, 
although we can point to copies 
| that are read by five or ten or 
| twenty different individuals. Gues- 
| sing is intriguing and impressive, 


and that Feb-| 


but we prefer to use the audited 


/and proven fact.” 


McCall Corporation 

| Net profit for the year ended Dec. 
/31, 1941 was $801,620, compared 
| with $839,303 for the previous year. 
| Newsstand sales for both McCall's 
|and Redbook reached an all-time 
high, paced by McCall's, which 
| moved over the two million mark. 
The annual report stated that Red- 
book advertisers had dropped off 
| because of product curtailments, 
and that “the profit showing in 
Redbook will not be as favorable as 
in preceding years.” 


_Gannett Company, Inc. 

Earnings were $1,190,798 in 1941, 
compared with $1,235,019 in 1940. 
The company operates 20 news- 
papers and 7 radio stations. 


Standard Oil (Indiana) 

A preliminary announcement 
placed Standard’s earnings at $48,- 
385,966 for 1941, a per share earn- 
ing of $3.17 compared with $2.20 
in 1940. 


Canadian General Electric 


Earnings for 1941 were $2,479,- 
556, compared with $2,308,019 for 
1940. 


Paramount Pictures 
Earnings for 1941 were $10,125,-! 


| 
| 
| 
| 
| 
| 


| 
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apreed remors snd doubus deviend bs emem: Fifth (ciumasts shew! Amerie s cer offers 
These Siath oluma rumors have aes bees (omremirsind aie 6 as amen ampege agene 
Amerwan workers and their umons 


fereers oo Amerwene se = sting) or serttumgty 


Words won't win this war—hard fighting will. 


Sniping 


at each other won't win this war—national unity will. New laws 
won't win this war—hard work will. 


We are the workers of America, its production soldiers. 


We are on the job. 
to help America win. 


We have only one aim right now, and that is 
We are working night and day to produce 


the ships, planes, tanks and guns our armed forces need for victory. 


WE ARE GIVING THIS JOB EVERYTHING WE'VE GOT! 


WE 


WILL STICK TO THIS JOB, COME HELL OR HIGH WATER, UNTIL 


THIS WAR IS WON! 


An Undeclared War 


The Sixth Columnists are waging an undeclared war against Presi- 
dent Roosevelt and against us 

They are doing this by putting the heat on Congress to pase 
the Smith-Vinson Bill and + dangerous legislation aimed at the 
President's war labor policies. 

The Sixth Columnists are trying to fool the American people 
into believing such legislation is needed to speed up production 
and win the war. 

Don't let the Sixth Column fool you! 

What are the facts? President Roosevelt and the heads of our war 
agencies are in the best position to know the facts. What do they say? 

They agree unanimously that the Smith-Vinson Bill and other 
proposals of the same kind can do no good. 

They agree unanimously that such measures will hurt morale, 
retard war production and throw our victory drive into chace 

Whom do you believe — President Roosevelt or the Sixth 
Columnists? 

The sponsors of this legislation say they are honest and sincere. 
If so, why do they persist with it when our Commander-in-Chief 
urges them to stop? 

It's high time to cut out such sniping against our President and 
his policies, Let's get together on the one important job before us— 
to win the war. Let's have real national unity in America 


THAT IS OUR PLEDGE TO AMERICA! 


Labor’s War Record 


Who is fighting America’s war on the front line? The sons and 
brothers and loved ones of American workers nght alongade Amencan 
citizens from all other walks of life. 

Who w carrying on America’s victory production program on the 
home front? The loyal, hard-working men and women of labor who 
are breaking production records and beating schedules every day 

Who fought beside our Marines at Guam and Wake? More than 
1,100 union mechanics who are now prisoners of Japan 

Who us sailing America’s merchant ships and tankers on the high 
seas, braving daily submarine attacks’ Union seamen who are 
carrying on although hundreds of their fellows have lost their lives. 

Whe rode the Burma Road’ Union teamsters who are now trans- 
ee supplies by other routes to China despite enemy bombers. 

Who is building America’s defense outposts in Hawaii, Alaska, 
the Canal Zone and other bases’? More than 100,000 American workers 
who gave up safe jobs at home to do their bit. a 

Who built all the Army camps and Naval stations in record time? 
A civilian army of union workers who in six months constructed 
forty-six ew “soldier cities” from scratch. 

American workers are paying their full share of the cost of this 
war—in blood, in sweat, in sacrifice, in taxes. They are not squawking. 
They entered this war with their eyes open a free men and women 
and they are determined to come out of this war free men and women. 
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The American Federation of Labor used paid space in New York and Washington 


dailies last week to protest what it calls a vast smear campaign against Amer- 


ican workers and their unions.” 


Bias is charged against "a large percentage” 


of the nation's newspapers. 


/000 compared with $7,633,130 in 
1940. 


Gillette Safety Razor 
Earnings for year ended Dec. 31 


were $3,123,265, compared with 
$2,601,093 for 1940. 
Munsingwear, Inc. 

Net income was $400,656 for 
1941, compared with $88,459 for 
1940. 


Waitt & Bond 


Net income for 1941 was $106,- 
672, compared with $27,371 for 
1940. This cigar company’s in- 


creased earnings are significant as 
they show the tendency of rising | 
incomes to produce increased ex- 
penditures on what were called| 
“luxury items” in depression days. | 


J. 


| after 
| 1941, 


C. Penny Co. 

Net earnings of this company 
taxes were $17,128,104 for 
compared with $16,230,608 
for 1940. 


WHO ADVERTISED WHAT 
IN THE LAST WAR? 


@ Many manufacturers and their advertis- 
ing agencies are trying to remember what 
the competition did 25 years ago. 

How much simpler it would be if every 
one of these manufacturers had a clipping 
book for the war years that showed all edi- 
torial publicity and competitive advertising 

We can help you build such a permanent 
record for the years to come, at a remark- 
ably low cost. 


Just ask for Booklet No. 20. 


BACON'S CLIPPING BUREAU 


FARM GENERAL 


BUSINESS 
PAPERS) WK paPens MAGAZINES 
221 MW. LA SALLE ST., CHICAGO, ILLINOIS 
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30-State Figures 
on Radio Homes 
in 1940 Released 


Washington, D. C., April 2.—More 
than 85 per cent of the occupied 
dwelling units in urban areas of 30 
states and the District of Columbia 
had radios in 1940, according to 
preliminary figures compiled by the 
Census Bureau as part of the 1940 
Census of Housing. 

Among states for which figures 
are now available, Connecticut and 
Rhode Island boasted highest rates 
of set ownership with 95.7 per cent 


of all homes so equipped. Mis- 
sissippi marked the opposite ex- 
treme with 39.9 per cent. 

Advance figures released today 


constitute the first announcement 


KMOX Sticker Leaves 


Tire Serial Space 

Realizing that many 
would be unable to remember the 
serial numbers of their tires if 
some one had taken them, KMOX, 
St. Louis, has started distributing 
a new windshield sticker which 
leaves space to write the numbers. 

The front side of the sticker pro- 
vides tire-listing space, and has 
only the credit line describing it as 
a public service of KMOX. The 
reverse side lists KMOX programs 
to which motorists may listen while 
commuting by car. Credit for the 
sticker goes to Tom Rooney, KMOX 
sales promotion director. 


motorists 


Raises G. J. Farmer 


Ralph C. Coxhead Corporation, 
New York, maker of Vari-Typer, 
has moved its Washington office to 
the Evening Star bldg. G. James 
Farmer, formerly general sales 
manager, has been named vice- 
president and placed in charge of 
the office and will supervise gov- 


on home ownership of radios. When| ernment business for the company. 


tabulations are completed, similar 
statistics will be available for states, 
counties, metropolitan districts and 
urban communities. Today’s data 
gives only state totals and percent- 
ages. Similar figures will be issued 
for the remaining 18 states when 
tabulations are completed. 


Figures Not Representative 


Few of the larger states are rep- 
resented in the list of those for 
which figures are now available, 
and hence percentages based on 30- 
state totals are not 
of the national figure. The overall 
set ownership rate for the 30 states 
is less than 75 per cent, but the na- 
tional figure is expected to be 


higher since these states lagged 13.4 | 


per cent behind the national aver- 

age in the 1930 census. 
Today’s figures reveal 

proportion of urban 


that the 
homes with 


radios was 85.1 per cent as com-)| 
pared with 71.5 per cent in rural- | 


nonfarm areas and 52.4 per cent in 
rural-farm areas. 


increase in set ownership during 


the past decade is indicated by fig- | 


ures showing that the proportion 
of radio homes in these states rose 
from 26.9 per cent in 1930 to 71.1 
per cent in 1940. 

With the more populous states in 
all sections yet to come, today’s re- 
port covered eight Mountain states, 


seven South Atlantic, five in both)! 


New England and West North Cen- 
tral areas, three in West South 
Central, two in East South Central 
and one on the Pacific coast. 


WOR Adds Kiernan 


George C. Kiernan, formerly in 
the merchandising’ division of 
Blackett - Sample - Hummert, New 
York, has joined the sales depart- 
ment of WOR, New York. 


* MISSISSIPPI INCOME REACHES 
NEW HIGH — THIS CAN MEAN 
BUSINESS FOR YOU! 
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11,000 RETAILERS 
READY 


you have a new product or service 
st does not interfere with war produc- 
n, there are over |1,000 retailers and 
over 600 electric and gas appliance and 
equipment dealers in Western Mississippi 
ready to work for you. 


We will relay information to this 
avugressive group for you. Send full 
perticulars today to: 

RESEARCH DIVISION | 
M'SSISSIPPI POWER & LIGHT CO. 
JACKSON, MISSISSIPPI 


representative | 


The tremendous | 


All-Year Club 
Asks $185,000 
to Draw Tourists 


Los Angeles, April 2. — Pointing 
out that war has not eliminated the 
tourist, the All-Year Club of South 
ern California asked the Los An- 
geles County Board of Supervisors 
this week for a 1942-43 appropria- 
tion of $185,000 to continue its ad- 
vertising and promotional efforts. 
The amount requested is $25,000 
less than was received last year. 

Recreational travel for “health 
and morale purposes” is receiving a 
friendly attitude from the govern- 
ment, Porter Bruck, president of 
the club, informed the board, add- 
ing that a survey of 25 cities shows 
a decline of only 17.4 per cent in 
the number of persons taking vaca- 
tions. 

He said 29 states and 37 other or- 
ganizations are carrying on cam- 
paigns competing with Southern 


California for this market and all 
but one of the New England states 
have increased their tourist cam- 
paign expenditures. The amount 
obtained from the Board of Super- 
visors each year is augmented by 
voluntary subscriptions from South- 
ern California industry, resorts and 
business firms. 


Hold Radio Clinic 

A free radio job clinic at which 
1500 women discussed vocational 
opportunities with 15 women who 
occupy leading soles in various 
branches of the industry, was con- 
ducted by the Illinois Women’s 
Executive Committee of the Office 
of Public Instruction in Chicago, 
March 26. The clinic was the fifth 
in a series, and will be followed by 
others discussing other specialized 
tields. 


Publication Moves 


Independent Grocer has moved 


from 524 Southern boulevard, 
Bronx, N. Y., to 370 Lexington ave- 
nue, New York. 


Office Supplies Hit 


The War Production Board has 
imposed restrictions upon the man- 
ufacture of metal office supplies, 
including paper clips, thumb tacks, 
pencil sharpeners and various desk 
accessories. The result will be that 
ordinary consumers will not be able 
to obtain supplies in usual quanti- 
ties, although WPB predicts that no 
shortages will occur if consumers 
make careful use of stocks now on 
hand. 


Connelly Moves Offices 


The Connelly Organization, Phil- 
adelphia mail advertising company, 
has moved to 304-06 N. Broad 
street. 


Mass methods 
make Artkraft superior 


production 


quality available at com- 
petitive prices. 


by 
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Big things are happening in and around Detroit. Michigan 
fields, last year green with corn, have sprouted huge armament 
plants—one of them ¢he /argest building in the world. Production 
lines that carried fancy autos now roll off mighty fighting 
tanks. Massive bombers from a single factory soon will be 
completed one every hour, day and night. 


These are facts which perk the ears of Mr. and Mrs. American 
Citizen as they listen to the radio program called F.O.B. 


Detroit. Originated every 


Saturday by WJR for 92 CBS 


stations, this broadcast is Detroit’s report to the nation—an 
authentic account direct from the lips of those men who have 
converted the world’s greatest automotive center into a 


toy 
pA BES STATION...COLUMBIA 
G. A. Richards, President ...leo J. 


Fitzpotrick, Vice President 


BROADCASTING 


ond General 


mammoth Arsenal for Democracy. 


There have been rumors that America cannot produce arma- 
ments fast enough to avert defeat, that Americans go into battle 
with empty hands. Radio can combat these Axis lies. Radio 
does combat them with word of weapons F.O.B. Detroit. 


SYSTEM 


Monoger 


Resting. 


Edword Petry & Company, Inc. 


Notional Representative 
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Malt-O-Meal Maker 


Sues Over Use of 
‘Malt-O-Wheat'’ 


St. Paul, April 1—Two breakfast 


Panic Purchases 


cereal 
federal 


manufacturers 
district court 


came 
here 


Hart, Schaffner 
Moves to Slow 


week to differ with Shakespeare’s | 


blithe query, “What’s in a name?” 


Mailings to Dealers 


The plaintiff, Campbell Cereal : 
Company, Minneapolis, manufac-_ Emphasize 3 Common 
turer of Malt-O-Meal, seeks an 


injunction against use of the name) 


Sense Viewpoint 


Malt-O-Wheat by Siems Bros., Inc.; | 


Sims, Inc., and Sims Malt-O-Wheat | 


Chicago, April 2.— How an ad- 


Company of St. Paul and Minne-| vertising department can move to 


apolis. 

This “battle of the breakfast 
cereals” involves complicated pat- 
ent and copyright litigation begin- 
ning as far back as 1913. The 
Campbell company contends that in 


that year, as the Northern Light 


Milling Company of Owatonna, 
Minn., it was making Malt-O-Meal 
breakfast food and that the trade 
name was registered in 1915 and 
renewed in 1935. Since then, it 
alleges, Siems Bros., Inc., has taken 
over the Sims company of Minne- 
apolis and with the Malt-O-Wheat 
name seeks to capitalize on the 
similarity. 


Moves to New Offices 


The Walker Company and Burn- 
Smith Company, New York, radio 
station representatives, have moved 
their offices from 9 E. 
to 551 Fifth avenue. 


KPO Selects McGillvra 


Station KPQ, Wenatchee, Wash., 
has named Joseph Hershey McGill- 
vra as national representative. 


When You 
Think ~QGWAN Dg, 
& Vo 
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#> Modern Display 
> Creations 


40th street 


allay hysteria and provide useful 


information as well, was illustrated 
this week by the efforts of Hart, 
Schaffner & Marx to counteract the 
men’s suit buying rush which pre- 
ceded the March 30 conservation 
deadline imposed by WPB. 
Spurred by erroneous. reports 
and by imaginative illustrations of 
the new “Victory suits” — which 
combined the general lines of a 
waiter’s jacket and an acrobat’s 
tights—public buying of men’s 
woolen suits had taken a terrific up- 
ward surge. The WPB order hap- 
pened to coincide with Easter buy- 
ing and what is known in the cloth- 
ing business as “Palm Saturday,” 
always one of the heaviest suit- 
buying days of the season. The 
order bans future manufacture of 
two trouser suits, vests with double- 
breasted suits, patch pockets, and 
pleated and belted backs, and calls 
for shorter coats and overcoats, 
and cuffless and pleatless trousers. 
Realizing that its dealers had 
little need for sales-producing ad- 
vertising, H S & M turned the ef- 
forts of its advertising department 
into new channels. A mailing kit 
of five pieces was prepared, de- 
signed to aid stores struggling in 
the flood of pre-deadline buying. 


Card Reprints Order 


| 


First of the mailing pieces was a 
card for the dealers’ dressing rooms 
which set forth in plain language 
the WPB order and its effective 
date, backing up the dealer in any 
arguments with cuff - demanding 
customers. In effect, he simply 
has to show them the card. The 
second piece consisted of a letter 
from E. R. Richer, H S & M adver- 
tising director, explaining the WPB 


a order, and attaching a copy for 
sa0P9, qnink OF 215 dealers. The next mailing brought 
p08" °» ~ the dealer an advertisement which 

4 THINK OF 9%, | nailed various misconceptions rela- 


tive to the WPB order, illustrated 
with copy block line drawings, and 
emphasized the fact that “after see- 
ing details of this ruling in black 
and white, there’s really nothing to 
worry about . .. now is there?” 
With the advertisement went a 
prepared news story, and many 
newspapers carried both. 


STYLE CHANGES IN MEN'S CLOTHING 


TODAY 


CUFFLESS PANTS 


are a mark of 


‘Teere nas bees 1 ot of miasintormamion printed 
and spoken) comcerning these requiations so 
here are the facts. Today. it is unlawful for any 
perece jo put cule om wool trousers, 


Framkty. we 40 sot consider this too great « 
eecrifice for gmyome to make for his country in 
time of wor. and we do not believe that any 
qoed American will mind giving up pants 
cue to save the wool that we need so badly 
Beyour the elimination of cufte there ls no 
change im style that attects you ai once As of 
today the making of two pants suite is ruled 
out and the tailoring o clothing is requiated. 
but these requiations are sigh! and do not 


ation tor the tram 
fie rush te stock 
we oo clothes A TUAELY TIP 
« rush thet we Our tailor shops 
regret to say. bas shap new clothes 


to our stores 
every week— 


our Customers met wo why not come 
wsee! complete im after Easter, 
ete Dane ami ue when we will be 
Gqut Sieee able to serve 


you better? 


RICHMAN BROTHERS 


14-118 SO. STATE ST. 20%. 
Opes ete tey foaming: Core * 


HERE LIES A SPOOK 


Born March 3, 1942. Kicked the 
docket few days later The bepaming 
0d coed of the so-called “Victory Suit”! 


ordered style revisions will mot 
matervally change the appearance of 
9 eases or over mad from these meme being, 
worn The aly wotceable change is 
© wait will be the sheence of rower 
culls Lo that reapect, cvihee trousers 


Acvaally, 0 mever exusted ot all Thu 
warecvow phamtom © as ecver anything 


wore tha 6 miner nightmare dream! will merely follow the tread of military 
up by someone ins moment of  aniforme and fermal drew trousers 
tumbling petrrotien. wheck ere cullen” 


Oh! yen you've squirmed through 
movie show of funny looking mea 
wearing coote thet Gt like seusage 
casings You've read shout trousers 
bush te cover gothing heftier thee « 
pee mem The radio hes probably 
spoiled your dines: with ghost stones 
theot dheletom sipped of ol) lapels those cockeyed rumor about screwy 
Bot hove you ectually seen there ty len 

erm nee in coreebamon | 


Right wow, the only suit worthy of 
the meme “Victory” is thet buckskin 
outtit worn by the Minute- Mas on 
Delease Bond posters. Let's herp 00 
heading ois rife ‘til it gee red bot 
‘That's where our dollars should go — 
instead of foolishly rushing to beet 


Se mich then, for the sot-lamented 
OF comer et med owe me gong “Vietory Suit”. May @ cat in ponee! 
> either! Tehe thet on the word of 
Dele Sem. Digest this, from the 
Coversmend Officral Relewse — ihe 


ed | 


ON WHAT THE RECENT 


WPS RULING OW /eLoTHINe MEANS 


Re 4re mulls with extremely short coats suits with skimpy trousers etc 
(ur angwres to all such propoganda is jus! this #e smmeeeaTe emamees oF 


W TOE FIRST PLACE the code: oaly alte clothing moouloc 
tured afters March 30th’ 


Ln other words — because we have } piss show! 6 memths ahead 


oo dafteres! s demge thas the chothing ©e re lame smwing (he 
meet ast mee the omnmom fae 


ASTOALAE the only thing that w:!! bappes to the clothing 
rou buy from us after March Bh that the Wowsers woe | 
be ety ted with cults 


You 'U agree with on we're sure the! s change as inmgniicas! se 
thee ime | going © couse any gree! hardship After all drew 
chothas saw have hed culls ead culiless trousers be regu: 
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AFTOR UCIEG FEE OETANS OF TELS BLISS 1 MSEE Awe WONT 
SWORE? QeeKr wererEe Te wenn? snort... pow us renner 
In conclusion, we urge you to remember this 20 matter what 
happens Hart Schatiner & Marx clothes will continue to be 
the best available in quality, fit and good Jooks This has always 
heen true of these famous clothes regardless of the times—and i 
will hold true as long os Hart Schatiner & Marz are in business! 


cy, 


Meee of la Safes Mths Ohad ts nw os ae 


O07 COLT THE CLOTS FOE TEED 4 @ O07 AS mAET DETERS GONDT 45 Fon Cant 


The change-over March 30 to manufacture of cuffless, pleatless, single-pants wool 


suits, shorter coats—and no vests with 


double-breasted models—brought these 


newspaper advertisements, typical of current copy for men's clothing stores. 
Normal buying is emphasized, plus a word of caution about fears that skimpy 
"Victory" suits will soon dominate the market. 


Fourth, the manufacturer sent 
out tailoring instructions to its deal- 
ers explaining how to finish the leg 
of a cuffless trouser. The fifth mail- 
ing told dealers of the excellent 
public relations job done by The 
Kleinhans Company, Buffalo men’s 
store. As the buying - hoarding 
panic began, Kleinhans met it with 
copy which pleaded for common 
sense, denounced hoarding, and 
asked customers to buy defense 


Mutual and Maryland Coverage Network 


NATIONAL REPRESENTATIVE @ JOHN BLAIR & CO. 


Courier-Express followed up with 
editorials commending the copy, 
and with a satirical cartoon by Leo 
Joseph Roche. 

Nor did Hart, Schaffner & Marx 
forget that the salesman is the key 
man in the scare-buying setup. Let- 
ters from company officials accom- 
panied each mailing, and some 
recommended specifically that sales- 
men be warned against scare talk in 
efforts to persuade already panicky 
customers to stock up on. suits. 
Others suggested that it might be a 
good thing if the salesmen were to 
blossom forth uncuffed, thereby 
showing customers that it wasn’t 
to be so bad after all. 


War Department Elects 
Five-a-Week Technique 

FYrst five-a-week serial drama to 
be produced under the auspices 
of a government department is the 
new “Chaplain Jim—USA,” which 
will make its Blue Network debut 
April 6. 

Broadcast at 10: 45-11 a. m., EWT, 
Mondays through Fridays, the pro- 
gram will describe military life 
through the eyes of a_ two-fisted 
army chaplain. A sustaining pro- 
gram, produced with War Depart- 
ment research aid, the new series 
borrows the “soap opera” technique 
developed by daytime radio adver- 
tisers. 


Tom Griffin Named 


Tom Griffin has been promoted 
to national advertising manager of 
the Washington News. He replaces 
E. W. Clement, who resigned re- 
cently to join the Army. 


Ronrico to Clarke 


Ronrico Corporation, San Juan, 
. R., rum distiller, has named 
Robert E. Clarke & Associates, 


Miami, to direct its account. 


stamps and bonds instead of cloth- | 
ing they didn’t need. The Buffalo| lend-lease export products, infor- 


| advertising 


Postponement of 
Anti-Trust Cases 
Will Affect Many 


Washington, D. C., March 31.— 
No decision has been reached as yet 
ay to which of the many pending 
anti-trust cases will be deferred, 
but it is expected that a sizeable 
number ‘will be so affected by the 
adoption of a government policy 
under which present and pending 
cases which hamper war production 
will be postponed until after the 
war. 

President Roosevelt acted upon 
the recommendation of heads of the 
Justice, War and Navy Depart- 
ments. Accepting the point made 
with increasing frequency recently 
by business spokesmen, the Chief 
Executive wrote that unless the 
war is won, “the anti-trust laws, as 
indeed all American institutions, 
will become quite academic.” 

In order that no anti-trust vio- 
lator may escape, however, Con- 
gress is to be asked to enact legis- 
lation extending the statute of limi- 
tations so that prosecutions may be 
picked up after the war. Passage 
of such legislation in the near fu- 
ture is regarded as a foregone con- 
clusion. 

The hands-off policy will apply 
only if the cabinet members in- 
volved agree that war production 
would be interfered with if the 
| government proceeded. In case the 
Secretary of War and the Secretary 
of the Navy should disagree on this 
point, the final decision will be 
_made by the President. 

The agreement reached between 
Attorney General Francis Biddle, 
Assistant Attorney General Thur- 
man Arnold, and Secretaries Henry 
L. Stimson and Frank Knox, pro- 
vides that “under no circumstances 
| will there be any suspension or 
postponement of prosecution for 
any actual fraud committed against 
the government.” 


To Study Wartime 
Packaging Problems 


Wartime adjustments in packag- 
ing, packing, and shipping will 
dominate the discussion of the 12th 
annual Packaging Conference of 
the American Management Asso- 
_ciation, to be held April 14-17 in 
| the Hotel Astor, New York. 
| Discussions include packaging of 
dehydrated foods, munitions, and 


|mative labeling, conservation, sal- 
|vage, and _ standardization under 
| wartime conditions. The annual 
| Wolf Trophy will be awarded to 
|General Foods Corporation for its 
| Post-Tens unit. 


To Weiss & Geller 


| Greenspan Bros. Company, Perth 
Amboy, N. J., distributor of Flag- 
| staff food products, has appointed 
| Weiss & Geller, New York, as its 
agency. 
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Sporting Goods 
Stores to Sell 
Used Equipment 


Chicago, April 1—Von Lengerke 
& Antoine, Chicago sporting goods 
store, and its New York counter- | 
part, Abercrombie & Fitch, have| 
sent letters to their customer lists 
offering to buy used guns, binocu- | 
lars, cameras, telescopic — sights, 
projectors and exposure meters for 
re-sale. 

Moving into the second-hand | 
field marks an abrupt departure 
from previous merchandising prac- 
tice, although Abercrombie & Fitch) 
has been selling reconditioned guns 
for some time and features them 
in its catalogs. 

Letters were sent by VL & A to 
2,500 customers on its charge ac- 
count list as of March 1. After 
enumerating the items the store 
was interested in, and explaining 
that they were becoming scarce, the 
letter said: “Perhaps you have arti- 
cles in the above classifications. If 
they are in good condition and you 
would be interested in selling them 
to us, please bring them in for our 
appraisal.” 

Jacques de la Chappelle, vice- 
president and general manager of 
VL & A, said government require- 
ments had led to the shortage of 
the listed articles, and since the 
merchandise suffers little from use, 
it can be reconditioned and sold, 
and public demand will be met with 
good used equipment when present 
stocks of new merchandise are de- 
pleted. He emphasized that the 
merchandise for re-sale need not 
have been bought at VL & A. 

Wilfrid J. Donovan, vice-presi- 
dent of Abercrombie & Fitch, ex- 
plained that the list of articles | 
sought for re-sale by A & F would | 
include—besides the items asked by 
VL & A—English saddles and cer- 
tain types of marine clocks. 

William L. Diener, Inc., Chicago, | 
is VL & A’s agency. 


G-E Drops House Organ _ 

General Electric Company, 
Bridgeport, Conn., has_ discon- | 
tinued the “G-E Retailer,” news | 
organ of the Retail Development 
League, a G-E-sponsored organiza- 
tion. The company’s appliance 
magazine, “News Graphic,” will be | 
continued, but with the number of | 
pages reduced and less color em- 
ployed. | 


Slocum Moves Offices | 

The Slocum Publishing Company, 
publisher of Automotive News, has | 
moved to the Business News bldg., | 
Detroit. | 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


Profitably 
* Direct Mail Advertising 
*Created and Produced 
* Dealer Help Campaigns 
* Automobile Owner Lists 
* Rated Consumer Lists 
* Addressing and Imprinting 
Contest Judging 
*Premium Mailings 
*Sampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation 

350 E. 22nd St. Chicago, Ill. 

305 E. 45th St. New York City 

127 Venice Bivd., Los Angeles, Cal. 


FAMILIAR INITIALS CONVERTED TO DEFENSE 
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Christian Feigenspan Brewing Co., Newark, producer of P.O.N. beer and ale, 

suggests the purchase of defense bonds to Protect Our Nation,” in this new high- 

way bulletin rendered in red, white and blue. E. T. Howard Co. handles the 
account. 


To Lang, Fisher & Kirk Kaye to Macfadden 
George H. Dewitt, formerly pro- Evelyn Kaye, 
duction manager of Corday and | to V. D. Ziminsky, in charge of 
Gross Company and formerly with) fashion promotion for  Gimbel 
Fuller & Smith & Ross, Cleveland, Brothers, New York, has_ been 
has joined Lang, Fisher & Kirk, named fashion counselor for the 
Cleveland, as production manager. | new fashion clinic to be introduced 
in the July issue of Photoplay- 

Movie Mirror of Macfadden Wo- 


Carmichael Quits Crosley men’s Group, New York. 


Cecil K. Carmichael, in charge of 
publicity for the radio division of Hubbell Adds Wagner 
Crosley Corporation, Cincinnati, for A. H. Wagner, formerly with Ful- 
the past three years, has resigned. ler & Smith & Ross, Cleveland, has 
He was formerly with WKRC, Cin- | joined Hubbell Advertising Agency, 
cinnati, and WBT, Charlotte, N. C.' Cleveland, as account executive. 


formerly assistant 


| First Ren Movies 


Get Release on 
Nutrition Film 


New York, April 2. — “Hidden 
Hunger,” initial film of the National 
Nutrition program, will be released 
to first run theaters next week. 

Swift & Co. has underwritten the 
production of the film, although it 
gives no special emphasis on meat’s 
part in a balanced diet, and carries 
no Swift identification but a note of 
appreciation by Federal Security 
Administrator Paul McNutt at its 
conclusion. 

The two-reeler puts across its 
plea for a balanced diet of protec- 
tive food in the amusing plight of a 
homey character, Farmer Link 
Squires, who crusades to stop ex- 
travagant waste of our food sup- 
plies through ignorance and care- 
lessness. 


Focussed on Diet 

The entire program focusses on | 
the minimum diet recommended by | 
FSA: one egg: one pint of milk 
(three quarters of a quart for grow- 
ing children); two green, leafy or 
yellow vegetables; a potato; an 
orange or tomato juice or another) 
fruit; three or more slices of en- 
riched or whole wheat bread; two 


tablespoons of butter or margarine, 
and meat. 

Folders prepared by FSA will be 
distributed to audiences in com- 
mercial theaters which show the 
film before Oct. 1. After that date 
prints will be distributed through 
educational channels. 


Nathan Adds to Duties 


Jules Nathan, head of the re- 
search department of Franklin 
Bruck Advertising Corporation, 
New York, has taken on additional 
duties as media director, succeed- 
ing Julius Joseph, now in the Army 
Signal Corps. The two _ depart- 
ments will function as a single unit 
under his direction. Betty Sim- 
mons, formerly assistant to Mr. 
Joseph, has been appointed space 
buyer. 


Gets Eye-Gene Account 
Pearson Pharmacal Company, 
New York, has appointed McCann- 
Erickson, New York, to direct ad- 
vertising for Eye-Gene eye drops. 


rei GRASP 


Tables of figures confuse the 


smartest. Simplify these intri- 
cate mazes with easy-to-grasp 
picture charts. Illustrate your 
annual report or sales story 
with picture facts. Write for 
folder AA, VISUALFACTS, 
2 West 46th Street, N.Y.C. 


HEN one station (WBZ) 
out-pitches seven or more. stations 
across a six-state area—that’s a hay- 
maker. 

The harvest of letters from farmers 
received by a regional network, sev- 
eral local stations and WBZ totaled 
30,299, but WBZ alone piled up 16,- 


112—and results like that ain’t hay. 


The program was agricultural news. 
The year was 1941. The scene was 
all New England. And the score was 
all WBZ. Yes, we did give the pro- 
gram 20 minutes a day to the net- 
work's 15, but then WBZ's main show 
went on at 1:15, while 


they per- 


formed at high noon. 

It's a penetrating story on radio hay- 
making in New England, and we'll 
shell out the details on the slightest 
encouragement. But the explanation 
50,000 watts, Primary 


coverage of 1,625,000 radio families, 


is no mystery : 


and Westinghouse quality in pro- 


grams and transmission. 


WESTINGHOUSE RADIO STATIONS Inc 
KDKA * KYW * WBZ * WBZA + WOWO © WGL 
REPRESENTED NATIONALLY BY NBC SPOT SALES 
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Estimate Shows 
Large Shifts in 
Family Incomes 


New York, April 2.—As of Jan. 
1, 1942, 82.2 per cent of all families 
still had incomes under $3,000, ac- 
cording to the seventh annual esti- 
mate of Macfadden Publications, 
Inc., released this week. The fig- 
ures for urban families was some- 
what—but not greatly lower: 79.8 
per cent. 

According to the estimate, the 
year end found 6.8 per cent of 
urban families in the $5,000 and 
over group; 13.4 per cent were in 
the $3,000-$4,999 group; 26.1 pe: 
cent had incomes of $2,000-$2,999; 
35.7 per cent got $1,000-$1,999; and 
18 per cent had an income undei 
$1,000. 

Among all families (including 
rural as well as urban), $5,000 in- 
comes went to 5.7 per cent; $3,000- 
$4,999 to 12.1 per cent; $2,000-$2,- 
999 to 23.7 per cent; $1,000-$1,999 
to 36.5 per cent; and less than $1,000 
to 22 per cent. 

Large Shifts Shown 

Shifts from group to group be- 
tween Jan. 1, 1941 and Jan. 1, 1942 
were enormous, according to the 
estimates, with 1,976,102 families in 
the country moving out of the $1,- 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. 


000 and under group, while the 
$1,000-$1,999 group also showed a 
loss of 945,904 families. In 
$2,000-$2,999 bracket a net increase 
of 1,210,637 was registered; 1,245,- 
498 families moved into the $3,000- 
$4,999 division; and 465,871 families 
moved into the $5,000 class. Here 
are the figures for total number of 
families in each income unit for 
each year (A being the highest in- 
come unit and E the lowest): 


URBAN ONLY 
(Based on 20,598,506 Family Units) | 


1941 1942 
A 1,091,721 1,400,698 
B 1,956,858 2,760,200 
Cc 4,593,467 5,376,210 
DP ivevawamatns 8,527,781 7,353,667 
E 4,428,679 3,707,731 
ToTAL FAMILIES 


(Based on 34,861,625 Family Units) 


A 1,533,878 1,999,749 
B 2,983,803 4,229,301 
_ .....++ 7,046,723 8,257,360 
De iveadindase 13,662,504 12,716,600 
E 9,634,717 7,658,615 


Consumer Group Urges 
Ads to Combat Hoarding 


National Consumer - Retailer 
Council, New York, has launched a 
nation-wide campaign to combat 
hoarding, including programs for 
both retailers and consumers. 

Leaflets urging “faith in the in- 
genuity of American manufacturers 
and technicians” to replace scarce 
products have been distributed 
among consumers, while — stores 
have been asked to sponsor ads 
urging consumers not to hoard 


w ahasts $653 | New York, 


‘Norton Joins Basford 
e. Gilbert Norton, 
}account executive with 


formerly 
Willard G. 


|Myers Advertising Agency, New 
| York, has joined G. M. Basford, 
in a similar capacity. 


“UP IN THE AIR ABOUT HOW TO 
REACH THE RED RIVER VALLEY'S 
$626,000,000 EFFECTIVE BUYING | 
INCOME? GET IN TOUCH WITH 
WDAY AT FARGO!” 


D, 


WDAY : arco. N.D. S000 WATTS- NBC 


AFFILIATED WITH THE FARGO FORUM 
ANN FREE & PETERS, NAT'L REPRESENTATIVES 


the | 


| 


_ Getting I Personal 


The wearing of the green now has a new significance for Carl 


Hensel, copywriter at Erwin, Wasey. 
be the birthday of his first child, 
named Peter. 


Charles Gulden, vice-president of Charles Gulden, 


INSPECTS WARTIME PROGRAM 


Graham Patterson, publisher of Farm Journal and 

Farmer's Wife, presents to WPB Chairman Donald Nelson 

the Wartime Platform drawn up by 28 leading farm 

women who acted as spokesmen for America's rural 

homemakers at a recent Chicago conference sponsored 
by the magazine. 


Miner, fighting with Wainright’s Philippine defenders, 
message from the soldier since Dec. 7. 
well,” the message said tersely. . . 


George E. Mosley, newly-appointed advertising 
Distillers Corporation, 
sales meetings to relax 
transportation for a desert 
jaunt with Seward 
Eric, assistant general sales man- 
ager, and Dave Blanke, new 
sales manager for the state stores 
division. . . 


series of 


companions 


Only adman to brave Chi- 
cago’s rough-and-tumble Repub- 
lican primaries is Ralph Lee 


Goodman, g.m. of Big 4 Adver- 
tising Carriers and pres. of Ad- 
vertising Distributors of Amer- 
ica, a candidate for clerk of the 
criminal court. Among the ad- 
miring admen, headed by Homer 
Buckley, Buckley Dement & Co., 
who will tender Mr. Goodman a 
luncheon at Hotel Sherman in 
the West Room on April 8 are 
Cc. H. Lilienfeld, National Tea 
Company; Andrew Dunean of 
Leo Burnett Company; Sidney 
Natkin of Mandel Bros., and 
E. A. Grossfeld of Baskin’s. 
Elmer P. Grierson, for 
years business 


many 
manager of The 
American Boy, has begun the 
practice of law, with offices in 
the Union Guardian Building, 
Detroit... Ensign Robert Sarnoff, 


Blanke, 


division, 


“Been in thick of fight. 


Seward Eric, asst. gen. sales mgr., 
sales mgr. 

and George 
Seagram Distillers Corp., 


St. Patrick’s day turned out to 
an eight-pound boy who has been 


Inc., is honey- 
mooning in the 
South with Faith 
Hollins Little. 
Those who have 
gone through the 
confusion and 
worry of building 
their own homes 
can well appreci- 
ate the relief of 
Bill Beard, Elec- 
trical World pub- 
lisher. His new 
abode in  Scars- 
dale has just 
been completed 
and now he’s look- 
ing forward to en- 
joying it... 

Dan B. Miner, 
head of the Los 
Angeles agency 
bearing his name, 
received joyous 
news last week. 
A seven-word 
cable from his 
son, Capt. John S. 
was the first 
Safe, 


manager of Seagram 


snatched a weekend in the middle of a recent 
at Palm Springs. 


3urros provided 


A LA BURRO 


Dave 
for the state stores 
Mosley, a. m., 
take a desert 
ride. 


son of David Sarnoff, president 
of RCA, took time off from his naval duties at Washington to wed the 
“No. 1 glamor girl” of a couple of seasons ago. The 


is the former Esme O’Brien of the 


sections. .. 

Jack Williams, ed. & pub. of 
has announced his candidacy for 
(Jimmy) Quillen, publisher of the 


the state 
Times, 


COLLEGIANS AID DEFENSE DRIVE 


Officers of the University of Oklahoma Ad Club sign up 
for three $100 defense bonds, with R. W. Hutto, (seated, 
center), Security National Bank president, acting as agent. 


The club, sponsored by John H. Casey, professor of 
advertising and journalism, sacrificed its annual spring 
banquet to make the patriotic purchase. 


fined in Manchester Memorial Hospital with a 
Eugene Meyer, publisher of the Washington 
collegiate haunts to receive an honorary doctor 


Was an 


Yale 


the University of California. He 


for two years before moving on to 


the Journal-Herald, 
senate. 
Johnson City, 


Post, 


undergraduate at 
to complete 


new Mrs. Sarnoff 


Manhattan niteries and the roto 


Waycross, Ga., 
James H. 

Tenn., has 
been nominated 
for the honor of 
being “the most 
outstanding young 
man in Tennessee 
in 1942” by John- 
son City’s Junior 
Chamber of Com- 
merce. 

V. P. Reid, g.m. 
of General Tire & 
Rubber Co. of 
Canada, has been 
elected president 
of the Sales Re- 
search Club of To- 
ronto Francis 
S. Murphy, g.m. 
of the Hartford 
Times, has been 
named chairman 
of the Navy Relief 
Society's fund 
drive in Hartford 
County. Robert 
E. Carney of the 
Evening Herald, 
Manchester, Conn., 
is back at his desk 
after being 

leg infection 


con- 


returned to his 
of laws degree from 
Berkeley 
his education 


Expect War Will 
Strengthen U. S. 
Super Markets 


New York, March 30.—Despit 
rationing of tires, autos and gaso- 
line, the war will strengthen the 


super market rather than affect i: 
adversely, according to a study re- 
leased by Super Market Merchan- 
dising. The survey polled 627 oper- 
ators representing 3,000 super mar- 
kets, located in 82 cities of 35 states 

It was discovered that since the 
start of war and auto rationing, 
| 205 new super markets have been 
opened, representing an investment 
in equipment and inventory of $5,- 
000,000. Although some of those 
questioned foresaw wartime condi- 
tions causing eventual changes in 
| location of new markets, none re- 
| ported any threat to maintenance 
of volume. 

More than 79 per cent reported 
increases since the first of the year 
of from five to 45 per cent in ton- 
nage sales over the same period in 
1941. Only a minor part of this 
| increase was attributed to hoard- 
| ing; the greater share was credited 
to an increased flow of food money, 
particularly in industrial areas. 
Over half of the operators have 
|already launched advertising cam- 
| paigns, using newspapers, radio 
and house-to-house canvassing in 
an effort to induce housewives to 


make fewer trips to market per 
week. Others have organized com- 
munity shopping clubs and urged 


women in the same neighborhoods 
to take turns driving to market. 
Since the introduction of tire ra- 
tioning, many customers have cut 
down on the number of shopping 
trips, at the same time making a 
proportionate increase in purchases 
per trip. 


Sculptor Asks Injunction 
for Ad Use of Statue 


| Bryant Baker, sculptor, who cre- 
|}ated the famous Pioneer Woman 
statue under a $300,000 commission 
|from the late philanthropist-gover- 
|nor E. W. Marland of Oklahoma, 
has filed suit in federal district 
court of Oklahoma City asking that 
the Continental Oil Company, 
Ponca City, be enjoined from fur- 
|ther use of a reproduction of the 
statue in its advertising literature. 

He asks that the court set a rea- 
sonable damage figure to be 
awarded. The sculptor said the re- 
productions were used on a travel 
folder. 


Rosenow Changes Name 


Rosenow Company, Chicago 
engraver and _  lithographer, has 
changed its name to Rosenow 
Engraving Company, following 


remodeling of its color photography 
and photo-engraving departments 
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An unfaltering flow of 
power Is the very back- 
bone of the nation’s 
accelerated program for pro- 
ducing vital war materiale 
. More than ever before. 
readers and advertisers now | 
| 
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regard POWER PLANT 


ENGINEERING as a clear- 
ing house for urgent infor- 
mation needed to keep all / 


¥ wheels whirring. 
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Advertising Is a Product 
of People and Ideas 


People are important in any busi- 
ness, and to any business. Not just the 
big people, but the little people too. 
What would Coca-Cola do without the 
boys at the soda fountain? And how 
would International Shoe manage 
without the lads at the fitting stool? No 
matter what your business. people — 
big people and little people, up and 
down the line—are the fabric of which 
its success is fashioned. 

Advertising is no different from any 
other business—except that people are 
even more important to it than to any 
other: for advertising is made up of 
people and ideas. People with ideas 
make good advertising — people who 
generate the ideas that work are the 
kings of the advertising world. So peo- 
ple—big people at the top, little people 
on the way up—are the brick and steel 
out of which great advertising and 
merchandising successes are built and 
maintained. 

That's why ADVERTISING AGE is 
so interested in the people in the adver- 
tising business. One reason it has such 


a large editorial organization, scat- 


tered all over the country, is so it can 
see and talk to the people, big and 
little, who are responsible for this 
sprawling business we call advertising. 
And that’s why there’s more news in 
ADVERTISING AGE about people 
than you will find in most business 
newspapers. People — especially peo- 
ple with ideas — make news; and 
whether you always agree with their 
ideas or not, they challenge and stim- 
ulate you to create bigger and better 
ideas of your own. 

The editors of ADVERTISING AGE 
have found by careful study that the 
news and features and departments 
which record the thoughts and actions 
of the people in advertising — big peo- 
ple and little people—have top reader 
interest. And why not? This is a busi- 
ness of people, and our business is to 
make you acquainted with their work 
and their personalities. In short, to 
help you to understand the business 
by understanding the people in it. 

Advertising is growing up—and the 
people in advertising are growing with 


it. Meet the people! 
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Pipe Lines May Boost 
East Coast Oil Supply 

Since pipe for a big oil line from 
Texas to New York and Philadel- 
phia areas does not appear to be 
procurable because of the position 
taken by the War Production 
Board, other alternatives for ship- 
ping crude and finished products 
are being considered which — 
although less satisfactory—may be 
more expedient than the hazardous 
water routing and expensive tank 
car transportation, according to the 
Oil and Gas Journal for March 26. 

There have been proposals that | 
lines in Texas and other South-| 
western states, which are not being 
fully utilized, might be taken up | 
and re-layed. It has been esti- 
mated that between East Texas and | 
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| tain crude oil lines, but this is not 
_regarded as practical. Inland water- 


the Gulf Coast there is more than 
300,000 bbl. of daily idle capacity. | 
Several projects have been dis- 
cussed for re-using pipe. One is a 
crude oil line from Lima, O., to the 
Pennsylvania boundary. Another 
is the system for moving crude | 
from East Texas to the Mississippi | 
River to which an extension might | 
be added for transporting West | 
Texas crude. A line has been pro- 
posed for moving refined products 
from Gulf Coast refining areas to 
Baton Rouge, La. 

Already steps are being taken 
for using some gasoline lines effec- 
tively for the needs of the situa- 
tion. Several proposals have been 
made that refined products’ be 
moved eastward from the Illinois- 
Indian» refinery area through cer- 


ways will probably be used more | 
extensively to supplement pipe line | 
and tank car transportation. 

Without new pipe line facilities | 
directly connecting Texas with the | 
New York-Philadelphia area, in-| 
land transportation facilities will | 
be about 400,000 bbl. short of mov- | 
ing the required 1,250,000 bbl. of | 
crude and refined products to the 
East Coast. With pipe line move-| 
ments into the East Coast area pos- 
sibly raised to 200,000 bbl. daily 
through future extensions, new 
lines, and expansion, with tank car 
shipments increased to 600,000 bbl. 
daily, and barge movement in- 
creased to 50,000 bbl. daily, the) 
total will be only 850,000 bbl. 

Thus, after consideration of all 
alternatives to meet the present 
petroleum transportation dilemma, 
the proposal to lay a crude or prod- 
ucts line, or both, from Texas to 
the East Coast stands out as the} 
method which is highly efficient 
and economical as well as the one 
with the greatest promise of effec-| 
tiveness under war conditions, the 
publication concludes. 

* * * 


After mulling the situation over, 


operators of summer resort hotels 


who saw ruin to their business 
owing to the ban on new automo-| 
biles and tires, have spied a silver | 
lining. Instead of engaging rooms 
and touring around during the day, 
the vacationer is now expected to| 
stay put and spend more of his} 
money on the spot, says The Hotel | 
Monthly for March. 

From a preliminary study, it has 
been found that about 10 miles of | 
subway tunnel in New York City | 
system meet requirements as a| 
reasonably safe air raid shelter. 
Most of the usable part is in the 
Washington Heights and Manhat- 
tan sections, and in the Prospect 
Park area of Brooklyn, and would 
accommodate about 40,000 persons, 
“Engineering News-Record” for 
March 26 reports. 

* sk 


Ba 


Conversion of productive capacity 
is a technical job that only those in 
responsible charge of plants can 
handle, says “Mechanical Engineer- 
ing” for April. What the nation 
needs, says the publication, is a’ 
quick and complete conversion of 
mental attitude on the part of every 
citizen from one of complacency, 
indifference, and wishful thinking 
into a determination to face the 
facts and get on with the job and 
see it through to its grim finish. 


U. S. Chamber to Meet 

in Chicago April 27 
Wartime policies of business and 

industry will be outlined at the 30th | 


annual meeting of the Chamber of 
Commerce of the United States, to 


be held in Chicago, April 27-30. 
Customarily held at Washington, 
the gathering has been shifted 


away from the crowded capital for 
the first time since World War I. 
Convention headquarters will be at 
the Stevens Hotel. 

“Let’s Get It Done” will be the 
theme of the meeting, which is 
slated to attract more than 3,000 
delegates from 1,700-odd chambers 
of commerce and trade and indus- 
trial associations. 


All Foreign Copies 
of ‘Time’ Put in 
Airmail Edition 


Need for Censorship 
of Regular Edition 
Is Thereby Removed 


New York, April 1.— Time will | 
avoid submitting its standard edi- | 


tion to Economic Warfare censor- 
ship by switching all of its foreign 
circulation to its lightweight air 
express edition effective with the 
current issue. 

The move, announced today by 
publisher Perry I. Prentice, will in- 
crease the net paid circulation of 
the air express edition from 28,000 
to approximately 38,000 with no in- 
crease in advertising rates. 

Circulation outside of Latin 
America will be by boat until plane 
schedules permit, although a_ spe- 


|cial U. S. Navy priority on trans- 


Atlantic clippers will place Time 
on sale in England the same day it 
is released in the United States be- 
ginning in the middle of May. 


Change Caused by Censorship 


New censorship regulations were 
the immediate cause for the change, 
Mr. Prentice explained. 

“We had originally planned to 
expand the air express. gradu- 
ally, as air transport to other areas 
than Latin America became pos- 
sible,” he said. “But this week the 
U. S. Board of Economic Warfare is 
instituting a ‘peripheral’ censorship 
in all magazines that go outside the 
U. S. 

“This means that certain vital 
stories must be censored before go- 
ing to press. By switching all our 
foreign circulation at once to the 
separately printed air express edi- 
tion, we have made it the censored 
edition, while the million copies of 
Time itself that are sold inside the 
U. S. will not have to be submitted 


|} to Economic Warfare censorship.” 


Will Pay $15 a Year 


Time has heretofore sent air mail 
copies to Generalissimo Chiang 
Kai-shek in China and Prime Min- 
ister Winston Churchill in England, 
the latter at an estimated postage 
cost of $249.50. English subscribers 
will pay $15 annually for the light- 


weight air express edition, be- 
|ginning in May. Similar service 
and rates will be extended to 


Alaska, Australia and Africa before 
the end of the year. 

Time now has 2,300 subscriptions 
in England, 30 in Tahiti, 116 in 
Sweden, 27 in France, one in Af- 
ghanistan. The U. S. Army Air 
Force carries copies for its own 


| officers in Africa, the Middle East 
| and India. 


Bertch Named to Head 
WPB Salvage Section 


J. Widman Bertch, former vice- 
president of Lee Anderson Adver- 
tising Company, Detroit, has been 
named chief of a newly established 
special projects salvage section, 
within the Bureau of Industrial 
Conservation, War Production 
Board. He will have charge of 
about 25 field offices set up to 
expedite the movement of large 
accumulations of scrap materials 
that are tied up due to financial, 


|legal or other reasons. 


The section of about 20 staff men 
will supplement the efforts of exist- 
ing state salvage committees deal- 
ing with the public and the indus- 
trial salvage section which works 
with large industrial concerns. 


Launches Towel Drive 

Georgia-Kincaid Mills, 
Ga., has launched a campaign in 
magazines dramatizing new pat- 
terns in Dundee towels, with two- 
color insertions appearing in Good 
Housekeeping, House & Garden, 
Ladies’ Home Journal, Life, Mc- 
Call's and Woman's Home Com- 
panion. Wesley Associates, New 
York, is the agency. 
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NIGHT-TIME LISTENING HITS NEW HIGH | 
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Copyrighted 1942 by The Cooperative Analysis of Broadcasting 


Radio night-time listening for February, 1942, gained 8 per cent over the same 
1941 month, but daytime listening declined 2 per cent, as shown in the latest 


chart of the Cooperative Analysis of Broadcasting. 


Data is obtained by inter- 


viewing radio set owners in their homes in 33 major cities. 


Shirley Temple 
Show Hits High 
in Radio Survey 


New York, April 1.—Shirley 
Temple’s “Junior Miss” program, | 
sponsored by Procter & Gamble 


Company, won nearly double the 
initial audience normally accorded 
half-hour radio newcomers, accord- 
ing to the March survey of the 
Cooperative Analysis of Broadcast- 
ing. 


Miss Temple’s 11.6 per cent CAB | $220,000, and 


rating compared with the 5 to 6 per 
cent rating of the three dozen new 
half-hour commercial programs 
launched during the past two sea- 
sons. 

Fred Allen’s Texaco Star Theater 
jumped its Wednesday night Feb- 


ruary rating of 20.8 to 22.7 by mov- 
ing into the Sunday time vacated 
by the Ford Sunday Evening Hour. 
The Ford program bowed out in 
February with a rating of 12.8, con- 
siderably above its all-time aver- 
_ age. 


| . 
Crosley Moves Studios 
Broadcasting by the Crosley Cor- 
|poration’s stations, WLW and 
| WSAI, Cincinnati, will originate 
from new studios after May 1. A 
|site at Ninth and Elm streets has 
been purchased for a_ reported 
studios will be in- 
The move will give 
new space to Crosley’s defense 
manufacturing activities, and will 
eliminate the trouble of checking 
| Visitors to the studios in audience 
shows, which has become a major 
headache since the outbreak of the 
war. 


stalled there. 
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PRINTIN 


There are a large number of concerns that 


render one type of service and do it well... 


*x THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 


of service—ad-setting, engraving and 
printing—and does them ALL equally 
well—with less effort and less cost. 


FAITHORN CORPORATION 


504 SHERMAN STREET - 
Telephone WABash 7820 


——-DAY AND NIGHT SERVICE—— 
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‘Autos for Sale, 
Oldsmobile and 
Dealers Announce 


(Continued from Page 1) 


at Wilmington has initiated an 
unusual campaign directed to car 
buyers. It was decided upon after 
Hugh F. Gallagher, president of the 
association, and John F. Porter, 
Delaware director on the board of 
the National Automobile Dealers 
Association, charged that the new 
car market in Delaware is at a vir 
tual standstill because _ rationing 
quotas set by the federal govern- 
ment were far below the level 
called for by the 1942 new car 
reservoir. The campaign has as its 
purpose an educational background 
stressing the failure of the public 
to grasp the scope of the existing 


eligibility limits. 
Hugh Richter, vice-president of 
the Delaware motor group, headed 


AUTO "SELLING" COPY REAPPEARS 


NEW 1942 
OLDSMOBILES "=... 


FOR SALE 33% 
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|AGMA Outlines 
Plan for Aiding 
Nutrition Drive 


(Continued from Page 1) 


zine, and radio advertising, in dis- 
plays, in package inserts, in direct 
mail, in point of sale material, and 
in group displays of related nutri 
tional items 


Distribute Kitchen 


Widest circulation 
to the four-page “U 
Strong” leaflet, containing 
tional rules, which will be sold to 
food advertisers who may place 
their own advertising message on 
the fourth page. The nutritional 
folder, designed to be displayed in 
kitchens, may be used by advertis- 


Poster 

will be given 
S. Needs US 
nutri- 


ers without special approval, pro- 
,vided they reproduce it in_ its 
entirety, without alteration in pro- 


portion or basic coloring of foods. 
Food advertisers may use the 


NLRB Decisions Hit 
Los Angeles Papers Be 


Publishers of four Los Angeles 
newspapers, the Examiner, Herald- ee 
Express, Times and News, have wey 


been ordered by the National Labor 
Relations Board to bargain collec- 
tively with Los Angeles Newsboys 
Local Industrial Union No. 75 
(CIO) the exclusive bargaining 
representative of their full-time 
newsboys and checkmen 

All four papers refused to bar- 
gain witn the union on grounds 
that NLRB lacks jurisdiction, since 
newsboys are independent contrac- 


ads 


tors and not employes. NLRB has 
ruled that newsboys are employes 
within the meaning of the law 
Hearings were held in Los Angeles 


and oral took place in 


Washington 


argument 
Feb. 19. 


G. M. Kohn Retires 

George M. Kohn, for 32 years an 
Atlanta publishers’ representative, 
has sold his business to Walter W. 
Meeks. Mr. Kohn has retired from 
active work on the advice of his 
physician, 


Lu 


the committee which appropriated 


Penne © Geant ew son & Mee 


a modest fund for advertising dur- 
ing April. A series of display ads 
will be used in the Wilmington 
Journal and News calling attention 
to the types of persons who are 
eligible to buy automobiles. Each 


newspapers of 100 key cities. At the 


Oldsmobile Division is carrying an unusual 


“for sale’ advertisement this week in 
right are two of a series of ads just 


launched by a Delaware dealers’ group, also seeking to stimulate auto sales to 
those who can still buy under priority rules. 


dealer’s showroom will be an “in- 
formation bureau” for prospective 


—44 for the month of March—it 


would take 20 months to clear the 
buyers, who will be told whether g59 ears inventoried as the 1942 
they are eligible to purchase a car. quota for Wilmington dealers. And 


If they are, preliminary forms will at the present rate of ratification of 


be filled out by the dealers and the cajes by local rationing boards—13 

prospective buyer will be directed applicants and 10 approved it 

to the rationing board to which he would take 85 months. or seven 

should apply. years and one month, to move all 
To make the campaign more the cars. 

effective, classified teaser copy will 


also be used. The present program Rationing Criticized 


calls for three ads a week, with 
the names of the eight sponsoring 
dealers listed in the copy. “Teaser” 
ads on the classified pages will call 
attention to the display advertise- 
ment on a certain page of each 
issue. 

Two points were emphasized as 
a preliminary to the campaign. At 
the present rate of monthly quota 


“Obviously there must be a revi- 
sion of the rftioning system if Wil- 
mington dealers are to sell the 850 
automobiles allotted to them for 
1942 by the Office of Price Admin- 
istration,”’ Mr. Gallagher said. The 
850 cars, he explained, were those 
on the floors or under order by Wil- 
mington dealers on and prior to 
Jan. 16, 1942. 


a 
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MONEY 


iw WORCESTER 


Bank debits — up 28.13% in 
February as compared with Feb. 
1941 — are another indication 
of the extra millions of dollars 
being earned and SPENT in 
Worcester. 


Ewinc GALLoway, N.Y. 
Feb. 1942 compared with 


BANK DEBITS °° 1% 


Source: U. S. Federal Reserve System 
WORCESTER . , : . 28.13% GAIN 
Massachusetts 


Boston Federal : : . 
Reserve District 


All U. S. Districts . ‘ 
Reporting 


20.49% GAIN 


- 16.11% GAIN 


F 
the three-month period ending Feb. 28, Worcester’s gain was 27.06 per cent, 


mpared with 1877 per cent for the Boston Federal Reserve District and 
> per cent for all U S. Districts reporting 


a 


This increasingly active market — heart of industrial New 
England — is covered by The Telegram-Gazette ALONE. 
Circulation more than 134,000 daily. Population: City 
193,694. City and Retail Zone 440,770. 


TELEGRAM -GAZETTE 


WORCESTER MASSACHUSETTS 


Geoece F. Boorn, Pubeshe3- 


btock and ASSOCIATES, NATIONAL REPRES 


“OWNERS of RADIO STATION WTAG_ 


With many dealers trying to get 
out of the automobile business, 
rather than into it, Victory Motors, 
Inc., Atlanta, struck a new note in 
advertising with 1,200-line copy 
announcing its appointment as 
Dodge-Plymouth dealer. Using the 
Atlanta Constitution and Journal, 
the company announces it has 
taken over the assets of a former 
Dodge dealer, J. M. Harrison & 
Co., and will use the same 
and service headquarters. A. S. 
Farris, head of the new company, 
in a signed statement calls atten- 
tion to the fact that it will not only 
aid present car owners but will help 
others in determining whether they 
are entitled to new vehicles under 
present priority rules. Ruthrauff & 
Ryan, Detroit, is the agency. 


Altes Brewing 
Company to Use 
Humorous Copy 


sales 


Detroit, April 2. “Aged-in, 
sealed-in flavor’ is the central 
theme of a new advertising cam- 
paign to be launched by Altes 


Brewing Company during the com- 
ing week. Prepared by its new 
agency, McCann-Erickson, the drive 
consists of a series of newspaper 
advertisements, outdoor posters and 
radio spots. 


The first of 500 24-sheet posters 
began going up today in more than 
75 cities and towns in Michigan. 
The schedule calls for a weekly 


insertion in the newspapers of the 
same cities, using 40-inch space in 
most of the dailies and larger size 
in metropolitan centers. The first 
ad will appear next week. 
Humorous _ illustrative 
will be used to 


devices 
focus attention on 
the “aged-in, sealed-in” feature of 
Altes lager beer, which the com- 
pany claims is an exclusive process 
in its marketing area The same 
human interest illustrations will 
appear in the newspaper and poster 
ads. Three radio daily will 
feature ditties, toasts, etc., in one- 
minute broadcasts from six stations 
in southeastern Michigan. 


To Extend Contest 


Expansion of the campaign using 
car cards for a contest with defense 
bonds and other prizes is planned 
by Brite-ize Company on behalf of 
its Brite-ize cleanser. The contest, 
based on the finding of errors de- 
picted in an _ illustration of a 
kitchen, was tested in the Twin 
City area. Tear-off entry blanks 
were provided on the cards. Addi- 
son Lewis & Associates, Minne- 
apolis, is the agency 


To Assist Hedges 


Easton C. Woolley, manager of 
the service division of NBC station 
relations, has been promoted to 
assistant to William S. Hedges, 
vice-president in charge of stations. 


spots 


rules in advertising when the food 
product being featured is one in- 
cluded in the FSA rules. Other ad- 
vertisers may use the rules in their 


buttales Only 


50,000 


space advertising or printed ma- 
terial, provided that no copy or 
illustration appears with them be- 


“Contributed in 
the National Nutri- 


sides the statement, 
the Interest of 
tion Program.” 


The wording and design of the 
official FSA “U. S. Needs US 
Strong” theme may also be used in 
any space advertising or printed 


material when the food product be- 


ing featured is one of those in- 

cluded in the rules ve 
No material directly related to RADIO MAP ies 

the program will be permitted in a 

packages, enclosures, or on prod- “« 

ucts. a 


Government approval is required 
on all space advertising and printed 
material that varies from the official 
formula, and on all radio advertis- 
ing tying in with the plan. 


227,000 Sq. Miles 
/ Over 12,000,000 — 


Integrated Plan Used 


The AGMA, in its letter to mem- 
bers, outlines an integrated plan for 
educating employes, retailers, and 
consumers on the importance and 
the methods of proper nutrition 

Special committees have been 
organized for publicity in maga- 
zines, newspapers, radio, and mo- 
tion pictures, well employe 
education, institutional advertising, 
product tieups, merchandising and 
display, retailer cooperation and 
point of sale promotion, and public 
relations with clubs, and 
trade groups. 

The AGMA will 
with individual 
securing the distribution of 
four-page leaflets in schools 
other educational channels 

Thus the direct publicity efforts 
of the Federal Security Adminis- 
tration will be picked up in com- 
mercial advertising and merchan- 
dised to consumers from both gov- 
ernment and industry channels. 


as as 


BASIC eat 
NETWORK STATION 


schools, 


also cooperate 
advertisers in 
the 
and 


“Popular Science” Boosts 


Subscription Rates 
Science Monthly 
newsstand price 


will 
from 


Popular 
increase its 


15 to 20 cents, and its subscription 
rate from $1.50 to $2.00 a year, 
beginning with the June issue 


Circulation for the first quarter 
of this year is running approxi- 
mately 750,000, an all-time high 
and a 50 per cent bonus over the 
half-million guarantee. 

Divorces Set Record 
The 1940 divorce rate was the 


highest in history, according to the 
Census Bureau. Courts granted an 
estimated 264,000 divorces during 
the year, or more than one for 
every six marriages performed. 
Texas had the most divorces, but 
in proportion to its population 
Nevada’s rate was eight times that 
of any other state 


WWL Promotes Baird BUFFALO - yo 
Larry Baird, for the past three 

years a member of the station's BROADCASTING CORPORATION 

sales department, has been named National Representatives: 

commercial manager of WWL, New rn : 


Orleans. 
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ADVERTISING AGE 


April 6, 


The Listening Post 


The job of bringing national 
advertisers into line with retailers 
in regulating the use of defense 
bonds and stamps as premiums has 
been turned over to the Advertis- 
ing Council. Maj. Benjamin Namm, 
chairman of the Retail Advisory 
Committee which made the first 
move in condemning premium 
plans which tend to defeat the 
Treasury’s purpose, has conferred 
with Dr. Miller McClintock on the 
subject. The Council’s program 
will not bar such campaigns as 
Procter & Gamble’s offering of 
bonds as prizes in a boxtop contest, 
but the fate of Brown & William- 
son’s stamps-as-premiums plan is 
uncertain. Whatever recommenda- 
tions are issued by the Council will 
merely reflect the Treasury’s views. 
Compliance will be voluntary. 
* * & 

Reports that Havana newspapers 
have reduced the number of pages 
and fear that they may have to be 
shut down unless new supplies of 
newsprint are obtained at once 
points up a problem that the Rocke- 
feller committee has been wrestiing 
with for some time. As a coordi- 
nating agency, Rockefeller’s Office 


) 
Personalities that sell 


“175 good leads 
in just 1 week’ 


It’s no radio-secret that a 
well-handled news cast is a 
sure-fire producer. 

Yet news-sponsors on 
KSO-KRNT continually re- 
port more-than-expected re- 
sults. 

Says the H. E. Sorenson 
Company, Iowa distributors 
for all Crosley products, “In 
a single week, our KSO 
news casts have produced as 
many as 175 good Shelvador 
prospects.” 

Equal success with news 
on KSO-KRNT is reported 
by other national and re- 
gional advertisers, including 
Manhattan Soap, Look 
Magazine, Tone Brothers 
Coffee and Phillips Petro- 
leum—a fourth-year re- 
newal. 

The full Associated Press 
and United Press radio news 
services are available to 
KSO-KRNT clients. Aired 
by an experienced news 
casting staff, including Glen 
Law, Wayne Ackley, Bill 
Baldwin and Rod Holm- 
gren, news on KSO or 
KRNT can produce good 
sales-news for your products 
in Iowa’s No. 1 market, Des 
Moines and its extensive 


trade-area. 
COLUMBIA | 


KSO 


- "The Cowles Stations in 
DES MOINES 


BASIC BLUE © 
AND MUTUAL ~ 
5000 WATTS 


BASIC 


Affiliated with the Des Moines 
Register and Tribune 


Represented by The Katz Agency 


of Inter-American Affairs has the 


job of working with other agencies 
to see that the “good neighbors” 
suffer no more from war conditions 
than necessary. Newsprint, not 
only for Cuba _ but all Latin 
America, presents an especial prob- 
lem from the shipping angle. News- 
print is bulk cargo, and rates for 
its shipment are lower than for 
many other products occupying 
comparable space. Hence, steam- 
ship owners not subject to U. S. 
government control are reluctant to 
accept such cargo in view of other 
more lucrative business and ship- 
ment has to be arranged on boats 
whose cargoes are determined by 
federal officials. To make matters 
worse, at least one recent Atlantic 
sinking involved a_ ship carrying 
newsprint. 


is 


Leading manufacturers of warm 
air furnaces were called to Wash- 
ington recently to receive the bad 
news that their 1942 production 
must not exceed 50 per cent of 1940 
output. Allocations of materials, 
to be made on that basis, will be 
announced shortly. While manu- 
facturers making less than 10,000 
units a year will get only a 10 per 
cent cut from their 1940 output, 
trade authorities estimate that the 
new program will limit the indus- 
try to somewhat less than 250,000 
units for 1942. 

The significance of the reduction 


lies in the fact that, including 
defense housing needs, approxi- 
mately 500,000 units will be re- 


quired for residential purposes this 
year. Thus it appears that many 
of the small homes built under the 
defense housing program will be 
inadequately heated, or taken care 
of entirely by stove heat. 

Steam and hot water heating is 
completely eliminated from 1942 
residential construction, these man- 
ufacturers being compelled to find 
their market exclusively among 
multi-family buildings or in com- 
mercial and industrial installations. 

Television research is going 
ahead even under war conditions, 
although there is little expectation 
that much will be done in commer- 
cial production for the duration. 
However, those who are following 
developments predict that it won't 
be long before the television broad- 
casting picture will take on new 
life, due to indications that some 
of the old theories about the char- 
acter of television waves will be 
discarded. The new idea is ‘that 
television can be broadcast much 
greater distances than had _ been 
assumed heretofore, and that the 
35-mile distance limitation need not 
be regarded as absolute. For fur- 
ther suggestions on this subject, see 
the article by Charles F. Kettering, 
General Motors’ famous research 
head, in the March 28 issue of The 
Saturday Evening Post. 


Among other difficulties con- 
fronting newcomers to wartime 
Washington is the vocabulary em- 
ployed by officials. Outlining a 
problem in all its ramifications is 
to “spell it out.” Working it out 
to a preliminary solution is to “but- 
ton it up.” Getting it approved by 
the powers-that-be to get “a 
green light.” And almost every- 
thing winds up as “a directive,” an 
Army term meaning official in- 
structions or recommendations. 


is 


Issuance by the Office of Price 
Administration recently of price 
ceilings at the retail level on seven 
household commodities marked the 
end of an era during which retail- 
ers made an heroic effort to prove 
retail ceilings unnecessary. Within 
a month after Leon Henderson had 
told a Chicago audience that retail- 
ers had done a magnificent job of 
self-discipline, the pressure on 
prices proved too strong to be held 
back. Prices of scarce goods began 
to move up fast, and OPA reluct- 
antly clamped down. 
OPA’s terminology may undergo a 


change. Dexter Keezer, Consumer 
Division chief, dislikes both “ceil- 
ing” and “freeze.” His suggestion 


, mobiles. 


Incidentally, 


that “lid” replace “ceiling” has 
received a mixed reaction. There 
is also some inclination to call 
“substitute” materials “alternate” 
materials. “<a SE 

Although liquor promotion bud- 
gets are probably no larger than in 
1941, the absence of copy for auto- 
mobiles, refrigerators, etc., makes 
alcoholic beverage advertising stick 
out like a sore thumb. Far-sighted 
liquor advertising men are already 
urging that bottle-featuring ads be 
dropped for more subtle copy, pref- 
erably with public service slants. 
Liquor business papers are advising 
readers to forestall a rising tide of 
criticism by switching to public re- 
lations copy, and leaning away from 
brand promotion. Look for more 
altruistic promotions like the Sea- 
gram posters which warned against 
loose talk in taverns. 


ok * *k 
io a i | 


Good news for admen_ pitched | 
about on railroad cars is the testing 
now being conducted by three rail- 
roads of a new “pendulum ear,” in 
which the car body is suspended by 
coil springs from the trucks. Since 
the suspension point is higher than 
the car’s center of gravity, the side- 
sway present when the car hits a| 


curve is eliminated for a_ gentle 
slope “like an airplane doing a 
bank.” The catch: coil springs and 


other materials are scarce, passen- 
ger equipment doesn’t rate priority, 
and it'll probably be after the war 
when you take your ride on a “pen- 
dulum car.” Exactly three such cars | 
are in service now. 


a a * 
Issuance of an executive order 
to reorganize the federal govern- 


ment’s wartime information policy 
and establish a central public in- 
formation agency is reported to 
await only President Roosevelt’s 
selection of a man to run the show. 
An experienced newsman from out- 
side government ranks is expected 
to be the choice. Elmer Davis and 
Walter Lippmann have been sug- 
gested. The’ reorganization — is 
planned to end duplication of effort, 
waste 


of paper and criticism of 
governmental propaganda, 
Newspapers in Atlantic Coast 


and Pacific Northwest cities where 
consumer rationing of gasoline will 
start in a few weeks are worrying 
about fuel for their fleets of auto- 
Trucks used for bulk de- 
livery will be excepted from ration- 
ing restrictions, but so far no pro- 
vision has been made for cars used 
to haul papers to carrier boys. OPA 
has been asked to amend its rules. 


The lowly motor scooter is being 
pushed into service in magazine 
subscription sales work. Due to the 
shortage of automobiles and tires. 
sales crews are being transported 
to their territories by car and then 
given bicycles or scooters for the 
coverage of their districts. The 
plan is said to be working well. 

Another economy in subscription 
selling is being tried out by busi- 
ness publishers who 


are cooper- 
ating in the distribution of terri- 
torial sales responsibilities. One 
field staff, heretofore representing 


a single company, is adding a num- 
ber of other publications in part of 
its territory, while similar recip- 
rocal arrangements are being made 
in other areas. This plan has not 
yet progressed far enough to 
designated a success. 


be 


That letter of Under Secretary of 
the Navy James V. Forrestal, dis 


cussing the status of advertising 
under cost-plus Navy contracts, 
which is being so widely quoted 


now, is actually more than a year 
old. It was written on Feb. 19, 
1941, to T. Orchard Lisle, executive 
editor of World Petroleum, in 
answer to a query and pointed out 
that while the Navy will not con- 
sider general advertising as a cost 
under cost-plus contracts “a limited 
amount of advertising in technical 
trade journals” can be consid- 
ered. The original Forrestal letter 
still holds as Navy policy, and lib- 
eral excerpts from it have been 
used in more recent Naval cor- 
respondence. Within the past few 
days two large national weeklies 
have been advised that they cannot 
qualify under this policy as “tech- 
nical or trade” publications. 


sO 


JUDGE NEW YORK ART ENTRIES 


a | 


Hugh McKay, advertising director of Colgate-Palmolive-Peet; Gilbert Sutton of 
Sutton-O'Brien art studios; and Hugh Ferris, architect, inspect several entries for 
the 21st annual exhibition of the Art Directors Club of New York. A jury of 13 


advertising executives, artists, and art 


directors selected the best art in 14 


advertising art and magazine illustration classifications for exhibition in the 


Metropolitan Museum of Art April 16 to May 2. 


More than 4,000 proofs were 


submitted, 300 originals being passed along to the jury. 


Use Initiative, 


No. 1 Food Buyer 


Tells Executives 


New York, March 31.—Business, 
as well as the armed forces, must 
substitute “attack” for “defense” to 
gain victory. 

That, in its essence, was the 
appeal of the food industry’s big- 
gest single buyer, Lt. Col. Paul P. 
Logan, assistant chief of the sub- 
sistence branch of the office of the 
Quartermaster General, who spoke 


before the Sales Executives Club 
today. 
Col. Logan warned businessmen 


not to wait for Washington “to tell 
you what to do,” but to focus 
research and productive talent on 
two fronts, producing to capacity 
the essentials of battle including 
food, and conserving materials vital 
to the war effort. 

He specifically asked the food 
industry to make every effort to 
develoo new methods of conserving 
weight, space and refrigeration as 
well as critical packaging materials 
in the shipping of rations. One 
army development, the present sys- 
tem of cutting boneless beef, will 
in 1942 save 500 refrigerator cars 
or the cargo capacity of 20 ships, 
he pointed out. 

After outlining the improvements 


in diet instituted by the army since) 


World War I, Col. Logan empha- 
sized the importance of the proper 


13,500 calories 


quantity and variety of food in 
/maintaining fighting morale. . The 
average man consumes 3,000 to 


in peacetime work, 
4,200 calories in a garrison, and 
over 5,000 calories in combat. He 


| gains seven pounds in his first 90 


days of army life. 

Despite the tremendous quanti- 
ties consumed by the army, the 
over-all increase in total national 
food consumption is less than one 


| per cent, he said, because the fight- 


ing men are drawn from civilian 
life. 


Find Food Bureau Guilty 
‘of Sherman Act Violation 


The Food and Grocery Bureau of 
Southern California and 12 indi- 
viduals have been found guilty of 
violating the Sherman Anti-Trust 
Act in fixing food and_ grocery 
prices. Federal Judge Leon R. 
Yankwich of the Los Angeles court 
upheld the right of the government 
to prosecute for violations of the 
act relative to fixing of retail prices. 

Defense attorneys had contended 
that the price fixing charge was 
not supported by evidence and that 
‘the object of the defendants had 
been to enforce the California 
unfair practices act. 


Leaves Campbell-Ewald 


Vincent H. Bergmann, formerly 
director of market research for 
| Campbell-Ewald Company, Detroit, 
|has joined the U. S. Bureau of 
Labor Statistics in Chicago as 
senior economist. 


THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
¢IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 


ORGANIZATION 
ADVANTAGEO 


COULD BE USED 


USLY BY YOU 


EATIVE ABILITY © PRODUCTION SKILL 


- ty Ti ‘ mrs ; iy p e . 4h, 5 id ‘ i 2 ms ¥ ~ i ait gy ible Ege ye ‘ os are a i eee iy ‘ar es. 
a ME 1942 
B or : C 
lg — Vi id , 
4 ¢ “oe 4 “a : I 
- eae i, s © oe a , a es. , z aa d 
ee Je 7 Pa ot EB. . aa ey ‘gy ee are 
a a 2 + cc  -° iz = se. Hate " b 
zz E ‘ i t's yh ee: en i Mee ag co \E ro ais . pee % 1) 
ae Sy : —S tag, - ‘ f sig. , ee 
a ee 3 ee err wee By _— r ‘ - 
a ser bie) —_ le 
am te Vig — 
ee Tees ‘3 ‘ ~—=— ; ~~ 
as 4 c\ 
2 ) - gil Gn: “=a. DI 
— © —- > 
cn i pe 
ee t 
a H 
aes 
ag t W 
é : gs m 
. ‘ e eg, —— 
e Pe pi 
7 fil 
ees pl 
ee = m 
ey Sea | 5 
be. n 
. seen st 
_ i 7 i . 
ii al m 
ol 
el ne 
¥ ‘. i ey . 
pes ce 7 5,‘ 
* % a my Ps o a Ca 
2 =| < —— ‘sad f to 
3 1 ae 4 t 
oe ee Pi 4 ‘ a 
. q ‘eae % ‘ th 
es a = & q i St 
. ee - - Rie a ta , 
oa ; lk 2 , 
pad caer _— alt Py <0 ac 
a a ei a. . rs of 
ae Ca 
x st 
Biot Bt 
oe "Se VE 
sy <a s in 
z sled i? 
ia » 6Pe 
rer a m 
i. hi 
me. ke 
nr 
<< “ . a2. os eae se 
‘ee ta 
se Ww 
leads Cire di 
a gee 2 1 
hee be 
ae * to 
- ote te 
BS ic B 
D 
y 
| W 
mi j ! 
; ff 
; | \ te 
at ; ; 
ApS i 
‘ih e 4 : 7T 
el ead - 7 ie ; ; 
: fra, a a - ati gas ee 4 
EMEMEV E5000) <4 el 
mb oe i age ‘ 4 L : es . oe ' : 
. 7 iia ela ae aie —_. > : 2 "i a a 
Z - 4 ve i % . . a 7 4 ' i e: ics, > F an a a ue “c 
| a MERCHANDISING KNOWLEDGE © CR ‘ 
or 
mere ee A - . a any 
* oe. a ge eB * 6 c E a 4 = : bd ey oe ieee ee z mer tS * ies. 7 5 on Am Go iia a 
be 4 ; - 4 = hing hess , in ix. " rs ame ae ¥ & & é* re “ . Ss ore ¢; 2% “A - ‘ ‘ sa i. by os A y ae 4 3 Ae wat Ne x ; on a ; : hase vs te ee. 35s ¥ “ep 7 ; me een 
ad a ed. : ad sare oe 8 a ea. reat ee 2 Lee PO reg, | i $1 Sigtongre Ce ce th ae RS OPS rag ft ee ee RP ee a 


r 


yf 


pneu ene reer H TEN 


April 6, 1942 


ADVERTISING AGE 


35 


Advertising in the Test Stage 


Heinz Tests Appeal 
of Paper-Packaged 
Baby Cereal Food 


Page 1) 

Pittsburgh, April 2.—With a card- 
board container which solves the 
problem of avoiding tin cans, H. J. 
Heinz Company has launched a 
two-city test for its new pre-cooked 
cereal food for babies in the To- 
ledo, O., and Fort Wayne, Ind., 
marketing areas. 

Introductory copy, 100 lines on 2 
columns, advises mothers that the 
product is the result of four years’ 
research in cooperation with the 
Mellon Institute and “furnishes a 
perfect introduction to _ cereal 
foods.” Behind it, copy adds, stands 
the 72-year reputation that supports 
Heinz strained and junior foods, 
which are to benefit by special pro- 


(Picture on 


| water. 


heartbreak — to have an ‘old-look- 
ing’ skin at 27!” and features a 
picture-style variation of romance 
themes already proved successful 
in copy tests. A coupon offers a 
sample tube of the face cream, plus 
nine new shades of face powder, in 
return for 10 cents to cover pack- 
ing and mailing. Pedlar & Ryan, 
New York, is the agency. 


PROMOTES “ZOOP” 

St. Louis, April 2.—Using food 
pages in newspapers of the Spring- 
field, Ill., marketing area, Ravarino 
& Freschi, Inc., has started a test 
drive for its meatless dry soup mix, 
“Zoop.” 

The product contains dehydrated 
vegetables, noodles and seasoning, 
requiring merely the addition of 
It is packaged in a paper 
carton and copy points out that 
Zoop will come in handy with the 
“shortage of ready-to-serve soup 
in cans that will soon be upon us.” 


motion during National Baby Week.| Ease of preparation is emphasized. 


Although distribution of me 


paper-packaged cereal food is con- 


fined now to the two test areas, it | 


probably will be distributed na- 
tionally in time. Results of the test 
marketing and advertising will de- 
termine the future course for the 
new line. It holds the advantage, 


however, of fitting into the current | 


national nutrition program and re- 
strictions on tin containers, which 
may force packaging changes in 
other Heinz products, but will have 
no foreseeable effect upon the new 
package. 


Plan Heavy Promotion 


The company has charted an ex- 
tensive advertising and promotional 
campaign for its line of baby foods 
to tie in with National Baby Week, 
April 27-May 2. Centered around 
the theme, “Helping to Build a 
Sturdier Nation” and featuring pic- 
tures of the Heinz baby, the pro- 
gram embraces national magazine 
advertisements, outdoor posters, di- 
rect mail, dealer helps and point- 
of-sale display material. The 
canned baby food line’ includes 
strained foods of 15 different kinds 
for infants and junior food 
varieties for older children. 


The magazine schedule includes | 


Consistent copy of 55 and 100 
lines is being employed in news- 
papers of the area. George C. 
Nagel & Associates directs the ac- 
count. 


TESTS CAR CARDS 


Chicago, April 2.—Using four 11 


by 7 inch car cards instead of the 
more familiar large one, Purity 
Bakeries Corporation will test their 
pulling power in a campaign limited 
for the present to St. Paul but 
which may be extended to a dozen 
or more cities where the company 
uses car and bus card advertising. 


Four cards are used in _ four 
different locations in each car, 
bringing every rider into close 


proximity with one of the messages. 
Humor is worked into the initial 
series with, for instance, a blackout 
showing two pairs of eyes and 
the caption, “A penny for your 
thoughts, dear!”” The reply is, ‘Just 
two more hours and it’s time for 
Taystee bread tasty toast!’ Camp- 
bell-Mithun, Minneapolis, is the 
agency. 


Tangee Launches Latin 


f 12 : : . 
°*" ““’ American Radio Series 


George W. Luft Company, Long 


a full-color spread in the April 27| Island City, has launched a new 


issue of Life and full-color spreads 
ind black and white half-page ads 
in the May issues of Everywoman’s, 
Ladies’ Home Journal, McCall's and 
Parents’ Magazine. 

Use of 24-sheets is believed to 
mark the first time that baby foods 
have been advertised outdoors. 
Thousands of posters in key mar- 
kets all over the country, each 
selected for its proximity to a re- 
tail outlet, will be employed. These 
will bear a huge likeness of the 
Heinz baby with the slogan in large 
letters, “Helping to Build a Stur- 
dier Nation.” Retail outlets will 
be furnished individualized letters 
to be sent to mothers in their re- 
spective communities offering a 
free tin of Heinz baby foods and 
identifying the store as headquar- 
‘ers for baby foods during National 
Baby Week. Special window dis- 
plays and baby food sections also 
ire suggested to dealers for the 
veek 


TESTS CARTOON TECHNIQUE 
Chicago, April 1.—Testing the ef- 


‘ectiveness of the cartoon strip 
‘technique in promoting its four- 
Durpose face cream, Lady Esther 


this week ran the first of a series 
f four advertisements in Puck— 
The Comic Weekly. 
The company’s 

‘such a medium is 


first venture in 
headed, “What 


ee 


FREE with your 
firstOrder | 
“# anc Brush FREE with your first order C 
5S Artist Rubber Cement. Nationally 
wed, } orades: Light, Medium, Heavy. $3 50 
Per ge’ oostpaid. For Friskets use $ S$ Spe- | 
ial Frisket Cement, $4 00 per gal 


GS)RUBBER CEMENT CO. | 


38 Wo Halsted St. CHICAGO, ILL 


radio series in Latin America for 
Tangee cosmetics. <A _ fifteen-min- 
ute show of news, gossip and style, 
entitled “Hollywood Speaks,” will 
be heard three times weekly for 
the balance of the year over 15 sta- 
tions in eight countries. 

In addition to the new radio 
drive, Tangee is currently running 
copy in 100 newspapers located in 
major markets throughout Latin 
America. Export Advertising 
Agency, New York, is the agency. 


Two Join Miner 


W. E. Betts, formerly with Ruth- 
rauff & Ryan in Detroit, and J. E. 
Steyskal, formerly in the advertis- 
ing department of Union Oil Com- 
pany, have joined Dan B. Miner 
Company, Los Angeles, as_ vice- 
president and account executive. 
The agency has been named _ to 
direct the advertising of Grunow 
Groves, Phoenix, Ariz., grapefruit 
marketer. 


U. S. Is Top Publisher 

According to a survey by Dr. 
Leroy Merritt, made as part of his 
philosophy dissertation at the Uni- 
versity of Chicago, the United 
States government is the nation’s 
No. 1 publisher. Ninety-six units, 
Dr. Merritt found, publish works 
in every field of endeavor. The 
government has a list of 65,000 
publication titles and sells for cash 
18 million books a year. 


Hopkins to WJBK 

N. W. Hopkins, who formerly 
directed publicity for the Fisher 
Body Craftsman’s Guild and more 
recently for the Chevrolet Soap 
Box Derby for Campbell-Ewald 
Company, Detroit, has been named 
to take charge of broadcasts, pub- 
licity and advertising for Station 


‘WJBK, Detroit. 


VANCOUVER 


AFL Protests Use 
of M’Arthur Photo 
in ‘Anti-Labor’ Ad 


Washington, D. C., March 31.— 
Use of Gen. Douglas MacArthur's 
picture in advertisements advocat- 
ing new labor legislation drew an 
official protest this week from Wil- 
liam Green, president of the Ameri- 
can Federation of Labor, who 
voiced his objections to Secretary 
of War Henry L. Stimson. 

Advertising copy 
Green in a telegram to Secretary 
Stimson appeared March 15 in the 
Wichita Eagle and March 19 in the 
Wichita Beacon. Besides displaying 
MacArthur’s picture, copy urged 
citizens to petition their represen- 
tatives in Congress to abolish the 
right to strike, overtime pay, and 
the 40-hour week. 

Mr. Green referred in his wire 
to “a nefarious and unauthorized 
use of the photograph of America’s 
military hero.” The obvious intent 
of this advertising, he said, “was to 
make it appear that Gen. MacAr- 
thur supported such action or that 
it was necessary for America to 
take such measures in order to help 
him and our armed forces under 
him win the war.” 

Mr. Green asked Secretary Stim- 


cited by Mr. 


Though the copy doesn't show it, Great Western Sugar Co., Denver, is sponsoring 

this brief message to sugar beet growers of the Western U. S., and will use it 

on red, white and blue 24-sheet posters throughout the area. McCann-Erickson, 
Denver, handles the account. 


son to join in protesting and to 
“take such official action as lies 
within your power to prevent fur- 
ther abuses of the same nature.” 
The request was made, Mr. Green 
said, “in the interests of the free 
press, in the interests of the truth, 
and in the interests of the prin-| 
ciples of justice and fair play which 
make us proud to be Americans.” | 

Complaining that the copy was 
unsigned, he added: “This abomi- 
nable advertising campaign is not 


isolated in Wichita, Kan. It origi- 
nated in Oklahoma City and it has 
spread through other surrounding 
states. In many cases it has been 
supported by editorials and alleged 
news stories in the same news- 
papers which publish the advertis- 
ing.” 


Reiss Advertising Moves 
Reiss Advertising, New York, has 
moved to 221 W. 57th street. 


NEED HELP ON 
THOSE NEW PROBLEMS? 


In just a few short weeks the calm 
routine of your job has undoubtedly 
been very much upset. Product limi- 
tations made necessary by the war 
emergency have developed an en- 


tirely new set of problems for every- 


“A Technique for Producing Ideas” 
is a made-to-order solution for such 
problems. It is dynamic and stimu- 
lating and does just what it says it 
does. You can read it in half an hour 


but you'll remember it for years. 


one in the advertising, merchandis- 


ing or other creative departments of 


business. 


James W. Young, the author, has 
been for thirty years one of the 
stars in the 


brightest advertising 


firmament. 


His clear thinking, his brilliant ad- 
vertising and merchandising cam- 
paigns and his constant study of 
successful methods have carried him 
to the top of the advertising ladder. 
In this book he discloses his tech- 
nique for developing new ideas, 
ideas that work in advertising, sales 


and merchandising. 


Many companies have ordered copies 
for all their executives and represen- 
tatives. Those who buy almost in- 
variably order additional copies for 
friends and associates. Be sure to 


get yours before the limited edition 


YOUR 
COPY 


ORDER 


NOW 


Postpaid $199 


is exhausted. The price is only $1.00 
postpaid. Five per cent discount for 


five copies or more. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 E. OHIO STREET 


CHICAGO, ILL. 
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19th Analysis of 
Consumer Buying 
in Milwaukee Out 


"Journal's'' Study 
Indicates Trends for 
Scores of Products 


Milwaukee, April 1.—More than 
7,500 questionnaires filled out by 
Milwaukee women are analyzed in 
the 19th annual consumer analysis 
of the Greater Milwaukee market, 


just released by the Milwaukee 
Journal, compared with approxi- 
mately 6,500 used in the _ 1941 
edition. 


Some interesting changes in brand 
preferences, distribution of prod- 
ucts and buying habits are shown 
in the new volume. For example, 
chain groceries apparently improved 
their position in the market sub- 
stantially between 1941 and 1942. 
In the earlier years 38.49 per cent 
of the families reported buying | 
most of their groceries at A & P,| 
while in the current study the figure | 
is 41.12. National Tea Company | 
got 4.86 per cent of the votes last | 
year, and 6.45 per cent this year, 
while neighborhood independents, 
voluntary chains and other outlets 
suffered percentage losses. 

As far as drug products are con- 
cerned, the shift is apparently in 
the opposite direction, although not 
so well defined. In 1941 59.3 per 
cent of all families said they bought 
most of their drug products in in- 
dependent stores, and in the latest 
tabulation this has risen to 62.1 
per cent. Chains during the same 
period dropped from 28.7 to 27.7, | 
and department stores from 10.7 to 
9.0, while 5 and 10c stores dropped 
from 1.3 to 1.2. 


Many Changes Shown 

The study, comprising 120-odd 
closely packed pages, contains a 
wealth of material on brand prefer- 
ence, size of user groups, division 
by income groups, etc., on several 
hundred grocery and drug _ store 
products and related items. 


For example, it shows the two 
new ready-to-eat oat cereals, 
Quaker Oaties and General Mills’ 


Cheerioats, developing 17 per cent 
of the families into users in their 
short life, with Quaker Oaties hold- 
ing the long end of the preference 
stick, showing 71.7 per cent user- 
ship against Cheerioats’ 30.9 per 
cent, and almost 75 per cent dis- 
tribution in independent _ stores, 
against its rival’s 54.5 per cent. 
Dry soup mixes, much in the 
limelight currently, already have 
44.7 per cent usage in the Milwau- 
kee market, according to the survey, 
with Mrs. Grass well out in front 
with 64.1 per cent, and Continental 
in second position with 22.6. An 
exactly equal number of families 
(44.7 per cent) used canned lunch- 
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To eliminate irritation of shippers, job- 

bers and retailers over cartons formerly 

cut in half and tied with string, Rumford 

Chemical Works has brought out a new 

carton which may be easily split and | 

turned into two separate boxes of a 
dozen cans each. 


eon meats. Here Spam is well in 
the lead with 70.9 per cent users, 


| 
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Perhaps understandably, more | 
Milwaukee men confess to drinking | 
draft beer in public places than to} 
smoking cigarets. The beer drink- 
ers number 79.8 per cent of the | 
total, while the cigaret users ac- | 
count for only 63.8 per cent. Schlitz 
gets 51.3 per cent of the draft beer 
preferences, with Blatz, Miller and 
Pabst following along with 19.7, 16.8 | 
and 14.5, respectively. Among the 
men smokers, 23 per cent reach for 
a Lucky, 21.2 per cent say Camel, 
Chesterfield gets 14.4 per cent, and 
Raleighs are in fourth place with | 
10.9, while Philip Morris takes fifth | 
with 9. 

Women show 27.5 per cent user- | 
ship of cigarets, and Lucky Strike | 
is also their favorite, with 18 per 
Others include Chesterfield, 
Raleighs, 14.9; Camel, 13.7; 
Philip Morris, 11.6. 


Liquid Dentifrices Slide Back 


Liquid dentifrices, which “de- | 
creased to 22 per cent in 1941,” | 
|showed a further decline to 17.2 


this year, with their highest popu- 
larity among lowest income families, | 
while both tooth paste and tooth 
powder increased in_ preference. 


| Teel walked off with the available 
|liquid business, to the tune of 78.8 
;}per cent, 


with Pepsodent second 


Armour’s Treet is in second place | with 6.6. Colgate led the paste pa- 
with 21.5, and Swift’s Prem occupies | rade with 26.6 per cent among the 


third place with 9. 
Many Use Rye Bread 


65 per cent of the families who use 
paste, followed by Pepsodent with 
25, and Ipana with 15.5. Among 


In the bread classification, only | powders, Dr. Lyon’s was first, with 
89.8 per cent of the families report a percentage of 47.7 among the 53.1 


the use of white bread, and almost | 
as large a_ percentage—85.9—like- 
wise report the use of rye bread. 
Continental continues first in white 
bread preference, reaching 34.8 per 
cent of the families using this prod- 
uct, while Omar is second with 15.6 
per cent. 

A little more than half the fam- 
ilies—51.7 per cent—use cola drinks, 
and of these 63.8 per cent buy Coca- 
Cola, against Pepsi-Cola’s 22.9 per 
cent. A much higher percentage of 
the families use root beer, the 
actual figures being 76.2 per cent. 

Only 19 per cent of the fam- 
ilies have become users of fresh 
frozen foods, although in the high- 
est income class the percentage is 
42.6. 
cent confess to being dog owners, 
and of these 43.3 per cent buy 
canned dog food and 36.7 per cent 
buy both canned and dry dog food. 
Rival, Red Heart and Pard paced 
the canned dog food sellers, in that 
order, while among dry dog foods 
NBC’s Milk Bone led with 28.9 per 
cent, followed closely by Friskies 
with 25.2 per cent. 


Swan Gains Favor 


Swan soap seems to have cut into 
the toilet soap field to a consider- 
able degree, getting into 9 per cent 
of the homes using toilet soap for 
bath, and into 6 per cent of those 
using it for hands and face. In 
the bath classification, Swan 
led by Lifebuoy, Ivory, Lux 
Sweetheart, in that order; in the 
hands and face division it was 
paced by Lux, Sweetheart, Camay, 
Ivory, Palmolive and Lifebuoy. 


and 


Advertising 


more annually e- 


savings without sacrific 
I would like to talk to you 
done for several compa 
expert on the buying and 


Manager 


IF YOUR COMPANY PURCHASES advertising and 
promotion materials to the extent of $100.000 or 


IF YOU WANT TO COORDINATE the buying of 
those materials under one cflicient head .. . 


IF YOU WANT TO ACCOMPLISH dollars and cents 


and sales promotion printing and materials. My 
experience includes large-scale production both for 
4-A agencits and a manufacturer... Address: 
Post Office Box 551, Grand Central Annex, N. Y.C. 


Production 


ing effectiveness . 


and show you what | have 
nies. | am essentially an 
production of advertising 


“Re. 


| 


j;men in 


On the other hand, 21.6 per| nothing, or else rely on bar soap, | 


was | 


per cent of the families using the 
powder; Pepsodent was second with 
15.6, and Colgate third with 8.6. 
In the shaving field 21.6 per cent 
of the men reported use of elec- 
tric shavers, and 78.7 said they used 
safety razors, but only 39.9 reported 
use of shaving cream and 22.1 per 
cent reported use of brushless shave 
preparations, apparently leaving a 
substantial portion of the safety 
razor users without benefit of any 
face preparation product. Since a 
translation of the percentage shows 
215,954 men using safety razors, and 
only 170,129 using either regular 
shaving cream or brushless shaving 
cream, there are apparently 45,825 
the area who either use 


soap 
tions. 


powders or similar prepara- 


Callahan Promoted | 

Vincent F. Callahan, former 
newspaperman and radio executive 
who has been chief of the press and 
radio sections of the Defense Sav- 
ings Staff, Treasury Department, 
has been promoted to director of 
the two. sections. Milburn Mc- 
Carty, Jr., borrowed last May from 
Steve Hannagan Associates, has 
been raised from assistant to chief 
of the press section. Charles J. 
Gilcrest, from Station WBZ, Boston, 
has been promoted similarly to 
radio chief. 


Houston Agency Quits 


Ritchie-Safford, Houston, Tex., 
agency, has dissolved partnership, 
with David G. Ritchie, president of 
the company, operating Ritchie Ad- 
vertising Agency at the same loca- 
tion, the Electric bldg., and H. R. 
Safford, Jr., formerly vice-presi- 
dent, joining Erwin, Wasey & Co. 


|of the South, Houston. 


| News Is Essential 


Elliot M. Little, Canada’s selec- 
tive service director, commenting 
on the new selective service plan, 
has declared that newspapers and 
news services are essential services 
and that if they need help the gov- 
ernment would be sympathetic to 
transferring men from non-essen 
tial work to help the press. 


Varnum Rejoins Square D 


John H. Varnum, for more than 
eight years advertising manager of 
the switch and _ panel division, 
Square D Company, Detroit, before 
joining Larrowe Milling Company, 
Detroit, has left Larrowe to return 
to his former connection 


Launches New Journal 


Adoma Publishing Company, 
New York, will launch Independent 


Magazine Sales Guide, a business 
paper for retail and _ wholesale 
magazine distributors, effective 


with the May issue. Herbert Hun- 
gerford has been named editor and 
advertising manager. 
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The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


“Positions Wanted,” 
‘Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 In. 


$4.75 per inch. 


HELP WANTED 
ADVERTISING ASSISTANT 
WANTED 
Experienced man or woman considered 
Opening in advertising department of 
large, fast-growing industrial manu- 
facturer., Position calls for writing 
ability and experience to handle sales 
literature and company house organ. 
Knowledge of production methods es- 
sential. Location, Northwestern Ohio 
Give complete details in first letter, 
age, draft status, salary requirements 


Send photograph if possible, but do 

not send samples. 

Box 3660 ADVERTISING AGE, Chgo. 
ADVERTISING SALESMAN 

For entire Chicago area. Must be} 


capable of doing a good job in the ap- 
parel and consumer field. This or- 
ganization specializes in the creation, 
development and production of win- 
dow displays, catalogs and direct mail 


material for the apparel field. Only 
those with sales of $75,000 or more 
for 1941 need apply 


Box 3658, ADVERTISING AGE, Chro 
Nationally known, established organ- 
ization wants two or three top- 
notch, live-wire salesmen to sell prod- 
uct and service to newspapers and 
radio stations 

Position permanent to right man 
and offers salary, plus commission and 
expenses Acquaintance and experi- 
ence in newspaper and radio fields de- 
sirable, 

Write full details, stating qualifica- 
tions, experience, family connections, 
age, salary desired, 
tox 3662, ADVERTISING AGE, N. Y 
Chicago business paper editor wants 
secretary, preferably with publication 
or advertising experience, who can 
pitch in with proofreading and othe 
editorial chores 
Box 3663, ADVERTISING AGE, 


Chro 


POSITIONS WANTED 


ART AND PRODUCTION 
DIRECTOR 
Years of diversified experience on an 
impressive list of major accounts wi 
one of the largest 4A agencies. Th 
oughly experienced in organizing a 
handling large volume of art and! 


chanical production in all phases 
creative advertising, with a prov 
record of accomplishments. Idea 


trained for agency, publisher or m: 
ufacturer who wishes to economize 
combining art and production dire 
tion under one head Services new 
available due to priorities. Draft « 


[2 <@S3 = 


ferred. Salary secondary to opp. 
|} tunity. bss : 
tox 3659, ADVERTISING AGE, N. \ 


ADVERTISING MANAGER 
Homely, fat and sometimes lazy n 
with background of outstanding s\ 
cess in food and package goods a: 
vertising, wants to work for adve 
tiser where he can do a bread-an: 
butter job, and put on some frosti: 


r 


| too... 9 years advertising manag 
dept. store . . 14 vears copy and 
contact with leading Eastern agen- 
cies, including consumer and_ trace 
publications, radio, displays, dealer 
helps, direct mail, sales promotic: 
publicity. Christian Draft exempt 
Married Salary secondary to co 
genial location and opportunity 
Box 3657, ADVERTISING AGE, N 


VERY CAPABLE, exceedingly w: 
trained, highly successful wom: 
seeking opportunity capitalize mat 
years outstanding experience’ in 

vertising management, organizin 
personnel, public relations, radio, se 


r 


ing (direct and mail order). Exce!) 
lent contact person. Traveled exte: 
sively. 


Box 3661, ADVERTISING AGE, N 
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Power Company 
Goes All-Out on 
Victory Campaign 


Jackson, Miss., April 2.—Listing 
Victory objectives for 1942, 
the Mississippi Power & Light Com- 
pany has gone all-out in efforts to 
support the government and at the 
same time to do everything it can 
to help keep business in business. 

Winning the war first and fore- 
most tops the company’s objectives, 
including full cooperation with the 
government and the job of inform- 
ing the public what sacrifices must 
be made in normal services. 

Other objectives, included in an 
eight-page folder printed in pa- 
triotic colors and headed “1942 Vic- 
tory Program,” are the company’s 
intention to cooperate in all national 
and civilian defense activities; to 


provide all power and light service | 


possible at low cost; to assist indus- 


trial and commercial customers, 
municipal users, homemakers, and 
farm customers in making better 


use of existing services; to promote 
its services even though they may 
be temporarily curtailed; to main- 
tain an alert, aggressive, forward- 
looking attitude and to “demon- 
strate the American’ system 
business-managed enterprise in 
action.” 


Offers Liaison Aid 


Advertising recently in ADVER- 
TISING AGE as part of its campaign, 
the utility company pointed out that 
more than 11,000 Mississippi retail- 
ers and 600 electric and gas appli- 
ance and equipment dealers in 
Mississippi are interested in new 
products and services which do not 
interfere with war production, offer- 
ing to relay information “to this 
aggressive group.” Folders outlin- 
ing separate Victory plans _ for 
business, industry, dealers, farmers 
and the home have been prepared 
and mailed out as part of the cam- 
paign. The company’s sales promo- 
tion and advertising department has 


been converted to a wartime re- 
search division to aid with the 
establishment of “Victory clinics” 


for each branch of the public serv- 
ice program. John Kimball is sales 
promotion and advertising manager 


of | 


Form Regional Net 


A new regional network has been 
formed by KYSM, Mankato, Minn 
KROC, Rochester, Minn., and 
KATE, Albert Lea, Minn., and the 
network and the individual stations 
have named the Foreman Company 
to represent them nationally 
KYSM and KROC are Blue Net 
work and NBC affiliates, and KATE 
is a Mutual affiliate. 


To “Music & Rhythm” 


John Hammond, formerly a tal- 
ent scout for Columbia Records, 
has joined Music & Rhythm, Chi- 
cago, as partner and co-editor. The 
other partner is Carl Cons, fo! 
merly managing editor and partner 
of Down Beat. 


Nelson Joins “Post” 

Frederick C. Nelson, formerly of 
Hartford, Conn., has been named 
associate editor of The Saturday 
Evening Post. 


| “Journal” Drops Roto 


The Atlanta Journal discon- 
tinued its rotogravure section [o! 
the duration on Sunday, March 2%. 
as a paper conservation measure 


In Cleve land 
THE HOLLENDEN 


In Columbus 
THE NEIL HOUSE 


In Akron 
THE MAYFLOWER 


In Lancaster, O. 
THE LANCASTER 


In Corning, N. Y. 
THE BARON STEUBEN 


THEO. DeWITT Fini PRESIDENT 
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ADVERTISING AGE 


Criticism Leads 
to Cancellation 
of ‘Flagg & Quirt’ 


Chicago, April 3.—In wartime, 


people grow realistic; they realize) 
officers | 


that 
ac n't 
ofticers, 


non - commissioned 


bicker with commissioned 


that commissioned officers | 


aren't targets for non-coms’ wise- | 
cracks, and that officers in the U. S. | 


Marine Corps are apt to be tough, 
competent gentlemen rather than 
dense straight men playing stooge. 
That, in brief, accounts for Brown 
& Williamson Tobacco Corpora- 
tion’s decision this week to take 
“Captain Flagg and Sergeant Quirt” 
off the air for the duration. 

The radio show utilizes the char- 
acters of Laurence Stallings’ and 
Maxwell Anderson's “What Price 
Glory?”, a play which combined the 
jaded atmosphere of the era of dis- 
illusionment, a rather fanciful ver- 
sion of Marine life, and some of the 
most sulphurous language ever to 
grace the American stage. It ap- 
peared in 1924, and from it two 
movies were made, starring Victor 
McLaglen and Edmund Lowe, and 
the two were starred in the radio 
version. 

The radio show has enjoyed a 
somewhat hectic career itself. Orig- 
inally sponsored by Mennen Com- 
pany for shaving accessories, the 
curtailment of alcohol and tin led 
the company to discontinue the 
show Feb. 1. The agency, Russel 
M. Seeds Company, sold the pro- 
gram to another client, 
Williamson, and moved it from the 
then NBC-Blue to NBC-Red where 
B & W had been forced to drop 
its “Wings of Destiny” program 
because it was no longer possible 
to give away an airplane each 
week. B & W picked up the pro- 
gram on Feb. 13. 


Public Put On Pressure 


Cancellation, a Seeds’ spokesman 
said, was due not to Marine Corps’ 
pressure but to consistent criticism 
by the public that the program was 
not complimentary to the Marines. 
For a time, the agency planned to 
have Capt. Flagg go for a vacation 
and return as an intelligent, gen- 
tlemanly officer. In the face of the 
criticism, however, and “to further 
our war interests and_ public 
morale,” as Freeman Keyes, presi- 
dent of the agency, phrased it, “the 
company has voluntarily agreed to 
discontinue the Capt. Flagg and 
Sgt. Quirt show for the duration.” 
The company has approved a sub- 
stitute show and retaining full 
ights to the Flagg-Quirt program, 
ntending to return it to the air- 
anes after the war, he said. 

The Chicago public relations of- 
‘ice of the Marine Corps, however, 
said flatly that there had been 

lenty of objections on the part of 
the Leathernecks. Principally, the 

Marines objected to the portrayal 

fenlisted men and officers on com- 
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TRANSIT GAINS SHOWN IN SURVEY 
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Influence 
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of the war upon public and private traffic is revealed in this chart 


prepared by the Traffic Audit Bureau. 


mon ground, and to the light- 
hearted note of the program, com- 
ing at a time when the real Marines 
are doing a grim fighting job. 


Substitutes Ted Weems 


The agency announced today that 
Ted Weems and his orchestra 


| would take over the 9 to 9:30 p. m., 


CWT spot formerly occupied 


by the Flagg-Quirt show, on April | 
The format of the program is! 


10. 
not yet set, but it will be sponsored 


by Brown & Williamson, as was its| 


predecessor, and will 


Chicago. 


originate in 


Patrick Joins OFF 


Talbot Patrick, editor and 
lisher of the News-Argus, Golds- 
boro, N. C., has joined the Office 
of Facts and Figures, Washington, 
 < 


Fire Destroys WGBR 

A fire which originated in a 
wastebasket in a shed adjoining the 
main building, destroyed WGBR, 
Goldsboro, N. C., on March 24. 
Only the steel tower and the ground 
system remained intact 


Goes Quarterly 

Science and Mechanics, Chicago, 
which has been published _ bi- 
monthly, will be issued as a quar- 
terly, beginning with the next issue, 
which will go on sale May 25, and 
bear the designation “Summer.” 


“Bulletin” Raises Rates 


The Philadelphia Evening Bulle- 
tin has issued a new rate card, No. 
7, boosting rates effective May 1, 
1942. General display advertising 
is now 75c a line, flat. Full position 
display is now $1.10 per line. 


Johnson to Madison 


Victor R. Johnson 
as advertising 


has resigned 
manager of Brill’s, 
Inc., Milwaukee clothing firm, to 
join the advertising staff of the 
Madison Newspapers, Madison, Wis. 


Longo Appoints Snow 


M. Longo & Sons, Providence, 
prepared soup maker, has appointed 
Cory Snow, Inc., to direct its 
account. 


417 NORTH STATE - CHICAGO, ILL. 
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Transit Business 
Gains as Private 
Travel Declines 


New York, April 1.—War has 
already brought substantial shifts 
in riding habits, according to Feb- 
ruary traffic circulation figures 
released today by the Traffic Audit 
Bureau. 

Transit circulation, reflecting 
both greater commuting as the 
result of increased employment and 
the drop in automotive travel, was 
16.8 per cent above 1940 in Janu- 
ary and 19.9 per cent ahead of 1940 
February. Automotive travel, 
which was 3.8 per cent ahead of 
1940 in January, dropped to 2.5 per 
cent over 1940 in February. 


Both curves in February indi- 
cated a trend away from auto-| 
motive transportation that may 


become even more marked if petro- 
leum and rubber shortages become 
as severe as Office of Price Admin- 


|} istration predictions indicate 


Increased employment in various 
parts of the country has caused tre- 


} 
mendous increases in traffic volume, 


according to the bureau, which is 
at the present time conducting 
| studies to determine the effect of 


the war upon the volume and char- 
acter of traffic movement 

The automobile circulation data 
is based upon traffic counts taken at 
585 counting stations in 111 cities 
and towns throughout the United 
States. The counts were taken at 
the same time of day and at the 
same spots each month in both 
years. The transit figures are based 
upon reports from 93 per cent of 
the industry. 


Trommer Adds Kelly 


Joseph P. Kelly has joined the 
advertising department of John F 


Trommer, Brooklyn brewer, with 
headquarters in Orange, N. J. Mr. 
Kelly, who was formerly in the 


traffic department of Arthur Kud- 
ner, New York, succeeds Howard 
B. Ronan, resigned. 


‘Heads Industrial Group 


Keith J. Evans, advertising man- 
ager of Inland Steel Company and 
Jos. T. Ryerson & Sons, Chicago, 
has been named chairman of the 
industrial committee of the Asso- 
ciation of National Advertisers 
Mr. Evans also serves as contribu- 
ting editor of Industrial Marketing. 


Heads Y & R Copy 


W. K. Ziegfield has been named 
copy director of the Chicago office 
of Young & Rubicam, Inc. Before 
joining Y & R, he was copy chief 
of the Ralph H. Jones Company, 
Cincinnati. 


Gill Names Birnie 


James G. Gill Company, Norfolk, 
Va., coffee roaster, has named 
James Birnie, Jr.. Advertising, 
Richmond, to direct its account 


Peanut Council to J-W-T 


National Peanut Council, Atlanta, 


has appointed J. Walter Thompson 
Company, New York, as advertis- 
ing agency. 


Names J. W. Maurer 


J. Ward Maurer has been ap- 
pointed advertising manager of the 
Wildroot Company, Inc., Buffalo 
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Frederick Hughes, 
Rochester Agency 
President, Dies 


Rochester, N. Y., April 2.—Fred- 
erick A. Hughes, 62, president and 
treasurer of the agency which bears 
his name, died unexpectedly yes- 
terday at Charleston, S. C., where 
he was vacationing. 

Born at Middlebury, Vt., he 
graduated from Middlebury Col- 
lege, was employed by the Boston 
Globe and Springfield Union, then 
was made business manager of the 
Messenger, Canandaigua, N. Y. 


In 1906 Mr. Hughes came to 
Rochester to join the Lyddon & 
| Hanford Advertising Agency. He 


organized the agency 
Wolff & Co., in 1925. 


of Hughes, 
Its name was 


changed to F. A. Hughes Company 


in 1941. He leaves his widow, a son 
and daughter. 


S. H. GEIGER 


Philadelphia, April 1.—Stephen 
H. Geiger, secretary and business 
manager of Weiller Company, died 
in a hospital here March 29. He 
Was associated with the advertising 
and window display company for 
15 years. 


A. A. CERRE 

Detroit, March 31.—Funeral 
services were held Monday for Al- 
bert A. Cerre, vice-president of 
Cerre, Inc., and one of the pioneers 


in the rotogravure printing indus- 
try. Mr. Cerre, who was 52, died 
March 27 after a month’s illness. 


His company handles the printing 


of Parade. 
F. G. SMALL 

New York, March 31.—Fred Glen 
Small, 50, owner of the New York 
advertising agency of that name, 


died at his home March 24 after a 
brief illness. 

Mr. Small had spent 25 years in 
the advertising profession, special- 


izing in industrial accounts. He 
was formerly advertising manager 
of the Intertype Corporation, 


served with the Army during the 
first World War and later was asso- 


ciated with the late A. Eugene 
Michel in handling Intertype and 
other industrial accounts. He or- 


ganized his own agency in August, 
1929. He is survived by his widow, 
a daughter and two sons 


W. P. WELCH 
Madison, Wis., March 31.—Wil- 
liam P. Welch, 78, former publisher 


and editor of the Eau Claire Tele- 
gram, died in a local hospital 
March 26 
W. J. TROY 

Rochester, N. Y., March 31. 


William J. Troy, founder and man- 
ager of the Ad Service Engraving 


Company, died March 25 at his 
home in Brighton. He organized 
the company seven years ago. 
FRED SHEPLER 

Lawton, Okla., April 1.—Fred 
Shepler, 51, co-publisher of the 
Lawton Constitution, died here 


March 27 following a heart attack. 

Mr. Shepler worked for his 
father, then publisher of the Con- 
stitution, while attending the Uni- 


versity of Oklahoma and became 
business manager in 1919. Since 
that time, he has been associated 


with his brother, Ned, in publica- 
tion of the paper. Two years ago, 
because of illness, he became inac- 
tive 


W. M. DAVIDSON 

Victoria, B. C., March 31.—Wil- 
liam M. Davidson, founder of the 
Calgary Albertan, died here March 
23. He founded the Albertan in 
1902, moving to Victoria after sell- 
ing his interest in the newspaper to 
a group headed by the late George 
M. Bell in 1925 


R. B. MOORE 

Milledgeville, Ga., March 31.— 
Funeral services for R. B. Moore, 
retired editor and publisher of the 
Milledgeville Union Recorder, 
were conducted here March 19 


with an honorary escort from the 
Georgia Press Association, of which 
he was a charter member. Mr. 
Moore, who was 73, had been en- 
gaged in newspaper work for more 
than half a century. 


|G. V. MORTHIMER 
Lehighton, Pa., March 31.—Guy 
|V. Morthimer, 50, editor and pub- 
lisher of the Lehighton Leader, died 
|}at his home here recently follow- 
| ing a heart attack. 


G. A. MELZER 

Cincinnati, April 1.—George A. 
| Melzer, 50, district manager in the 
circulation department of the Cin- 
cinnati Times-Star, died here after 


a week's illness. He had been em- 
ployed by the Times-Star for 36 
years. 

G. A. STOVEL 


Winnipeg, March 31.—Gordon A. 
Stovel, vice-president of the Stovel 
Company, Ltd., and the Home 
Publishing Company, publisher of 
the National Home Monthly and 
several business papers, died here 
March i4. He was 47. 


Dreyfuss to Silverwoods 

Arnold Dreyfuss, formerly in the 
_sales promotion division of R. H. 
| Macy & Co., New York, has been 
|named sales promotion manager of 
the four Silverwoods stores in Los 
Angeles. 


Heads Burton-Dixie 

Arthur Wesley, formerly execu- 
tive vice-president of the company, 
has been elected president of Bur- 
ton-Dixie Corporation, Chicago, 
succeeding Oliver M. Burton, whe 
becomes chairman of the board. 


Holds Studio Tour 

Art Center, Chicago, held its 
annual Studio Tour Party on Sat- 
urday, April 4, which this year 
comprised a tour of five modern art 
studios and a dinner. 


|\Davis Appoints Baer 


S. C. Baer Company, Cincinnati 
agency, has been named by P. H. 
Davis Tailoring Company, Cincin- 
nati, to direct its account. J. C. 
McCoy is account executive. 


Reliance to Durstine 


Reliance Pencil Corporation, 
Mount Vernon, N. Y., has placed 
its account with Roy S. Durstine, 


Inc., Philadelphia 


a cro 
’ s just a 

Po crowd ‘ . se 

Some Say a ve lesman. 1 fyou 


re? Nottoasé w about 


pooklet, er information. ‘ 
, erhead for you 


. Hotel 


Biva. 


roday- : a 
1 ox, 887 Washingt? 
enno’, ° 


FREE 


You'll enjoy 
stopping at _ 
Lennox ang 
especially ro th 
business ur 
Overt 50% of 
rooms, $3.50 = 
less, S108 — 
or less, double. 


aveler. 


| 


} 


y 


F Sy me are # . 2 ‘ fe rant hes ses. fs t foo Ms . aS ly ‘ . oan i eae = ‘ = abies te cae et S y=. - ‘ a 3 9] ay Pe eS er yf aac es ~ saat ee ae: ; ~ ae Pens as ne x 
a Pe 37 
_  —n Neen nnn ee ne er en nn nner er ree eT ie 
a | | | | | | q 
' | | | | | | 2 a 
— P fo s 
nd + ; } } | ; , ; + + + — 
in. —+- + + + 4 ; 4 ‘ ‘ 5 pA ss sea 
} } 4 } 4 , ; , } ; , de sal 
ou SS bom 
: ——— ee 
at 7 
ind { ‘ 
a re Pp " ; 
ant — = 
air — i 
miypet f ee 
et eneeeeansnneneenen BP | 
~ \ 
ee ' 
we | | " “ale 
sdb 
— aie 
fing  — 
hoe Po pe 
Kte! : : ef 
: Pe 4 ; ‘ 
a | j 
| / ae. | }. 
: a my 
PB ee oa 
<r annannne = 
— “ Ia Me 
= ns ve 7 
= —C#_,_—* ~ ‘ 
scon- | But ¢ ant t " a 
mf Sr mse Louisand an hey spent | , 
ch 29, its people, k \ it for you - 
: : they spe" -et-size ‘a 
sure and what 24-page pocket-si” . 
( 
| SS , . . Y —_—_—_— Pe : 
; SO S~ 
‘4 | | 
| ( : » + swiss 
x , 2. SS s manne i 
ey ; Y f \ ~~ 
r. x a \ A Y : ® => \ —— 
: NW | —_ 
| + . ; a 
ss S a Aen at doorste” ; 
; s bi , « tows S- Louis at 7° 
> ; Dow 
aor a : ~ i : 
S a. i be v 4 
' , ~ : j + 
» a re | — YD Bg _ 
| — ££ , : 
gt ‘ | /N i. 4 
ey x, : >; p pies . i ba _ a i AR " it 7 a a ee & a ~ i " ey : “s F aA i on f one ae “ as ' a , + ; : 5 E " ‘ a : ( ‘ "3 a : Mi sew a | ey 
sissies : pny ie oe eee: . i ? ih ie iis alld < & by ae oe Sie FBR Sia me ae ae ara ; mys Ee eee] ona fe ape 


“a 


= 


38 


ADVERTISING AGE 


April 6, 1942 


Many Air Shows 
Shift and Revise 
Network Outlets 


New York, April 1.—Brown & 
Williamson Tobacco Corporation 
has renewed Red Skelton over the 
NBC-Red network for another year 
effective April 28, and “Plantation 
Party,” over the same network, for 
another year effective July 3. The 
Skelton show is heard Tuesdays, 
from 10:30 to 11 p. m., EWT, over 
118 stations for Sir Walter Raleigh 
tobacco and Raleigh cigarets. 
“Plantation Party” is aired over 84 
stations for Bugler tobacco. Russel 
M. Seeds Company, Chicago, is the 
agency. 

New Gold Medal Show 


General Mills has _ launched 


“Harvey and Dell” for its Gold) 
Medal flour over 31 stations of the | 


Columbia Broadcasting System. | 
The program is heard Mondays, | 
Tuesdays and Wednesdays from 


9:45 to 10 a. m., EWT, and replaces 
the Betty Crocker program pre- 
viously announced for that spot. 


Blackett-Sample-Hummert is the 
agency. 


Mum Takes Over Show 


Bristol-Myers Company will shift 
“Songs by Dinah Shore” on the 
Blue Network from its present time 
Sunday at 9:45 to 10 p. m., EWT, 
to a new quarter-hour spot Friday 
at 9:30 p. m., beginning May 1. 
Under the new contract, the prod- 
uct promoted on the show will be 
Mum and the last program aired 
for Minit-Rub and Sal Hepatica 
will be heard April 26. There is 
no change in the lineup of 105 
stations. Pedlar & Ryan directs the 
Mum account. 


“Cavalcade” Shifts 
“Cavaleade of America,” histori- 
cal drama series broadcast over the 
NBC-Red network by E. I. du Pont 
de Nemours, has been shifted from 


7:30 to 8 p. m., EWT, on Mondays, | 
to 8 to 8:30 p. m. Batten, Barton, | 
| Durstine & Osborn is the agency. 


Newscast for International 


International Silver Company 


will replace “Silver Theater,” now | 


aired over 60 CBS outlets on Sun- 
days from 6 to 6:30 p. m., EWT, 
with a newscast by Edward R. 


, Murrow from 6 to 6:15 p. m., effec- 
‘tive April 26. Mr. Murrow, who is 


| 26 CBS stations. 


chief of the CBS news staff in Lon- 
don, will be heard Sunday evenings 
direct from the British capital over 
The program will 
be aired for International Sterling 
and 1847 Rogers silver plate. Young 
& Rubicam is the agency. 


Acme Expands 


Acme White Lead and Color 
Works, Detroit, has added six out- 
lets to the lineup carrying ‘“Break- 
fast Club,” making a total of 71 
stations on the Blue Network. 
Acme sponsors the program Tues- 
days and Fridays from 9:45 to 10 
a. m., EWT. Henri, Hurst & Mc- 
Donald is the agency. 


American Oil Renews 


American Oil Company has re- 
newed “The Human Side of the 
News” over 52 CBS stations. The 
program, carrying the news com- 
ments of Edwin C. Hill, is broadcast 
Mondays, Wednesdays and Fridays 
from 6 to 6:10 p. m., EWT, and is 
aired for Amoco and American 
gasoline as well as other company 
products. Joseph Katz Company is 
the agency. 


Lever Adds Stations 


Brothers 
17 CBS 


Lever 


added stations to _ its 


Company has 


a total of 66 outlets. The show is 
heard Mondays through Fridays 
from 11:30 to 11:45 a. m.. EWT, 
with a rebroadcast at 2 p. m. Bat- 
ten, Barton, Durstine & Osborn 
handles the early broadcast for Sil- 
ver Dust, while Young & Rubicam 
handles the repeat show for Swan 
soap. 


Shifts Goldbergs 


Procter & Gamble Company will | 


shift “The Goldbergs,”’ currently 


heard five days a week, from 5:15) 


to 5:30 p. m., EWT, to a new time 
spot, 2:45 to 3 p. m., EWT, effective 
April 6. Presented for Duz, the 
program will be carried over 40 
CBS stations Mondays’ through 
Fridays. Effective April 13, P&G 
will add 16 outlets to the show, 
giving “The Goldbergs” a_ total 
CBS network of 56 stations. Comp- 
ton Advertising directs the account. 


Adds Three Stations 


“The Story 
sponsored on 


of Bess Johnson,” 
the NBC-Red net- 


work by Colgate-Palmolive-Peet 
Company for Super Suds, has 
added three more stations. The 


program is heard Mondays through 
Fridays from 10 to 10:15 a. m.,, 
EWT. With the addition of these 


'“Bright Horizon” program, making’ outlets, the total lineup will be 65. | 
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Have YOU Started the Pay- Roll 
Savings Plan in YOUR Company? 


Like a strong, healthy wind, the Pay-Roll Savings 


Plan is sweeping America! 


Already more than 


32,000 firms, large and small, have adopted the Plan, 
with a total of over seventeen million employees— 
and the number is swelling hourly. 


But time is short!. .More and more billions are 
needed, and needed fast, to help buy the guns, tanks, 
planes, and ships America’s fighting forces must 


have. 


The best and quickest way to raise this money 


is by giving every American wage earner a chance to 
participate in the regular, systematic purchase of 


Defense Bonds. 


The Plan provides the one perfect 


means of sluicing a part of ALL America’s income 
into the Defense Bond channel regularly every pay- 
day in an ever-rising flood. 


Do your part by installing the Pay-Roll Savings 


Plan now. 


For truly, in this war, this people’s war, 


VICTORY BEGINS AT THE PAY WINDOW. 


ot 32,145 Firms With Over 
17,700,000 Employees 
Have Installed the... 


PAY-ROLL SAVINGS PLAN 


Plan Easy to Install 


Like all efficient systems, the Pay-Roll Savings 


Plan is amazingly easy to install, 


whether your 


employees number three or ten thousand. 


For full facts and samples of free literature, send 


the coupon below—today! 


Or write, Treasury De- 


partment, Section C, 709 Twelfth Street NW., 


Washington, D. C. 
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MAKE EVERY PAY-DAY...BOND DAY! | 


U.S. Defense BONDS « STAMPS 


This space is a contribution to NATIONAL DEFENSE by Advertising Age 


Sherman & Marquette, Chicago, 
the agency. 


Ironized Yeast Renews 


Ironized Yeast Company 
renewed the “Good Will Hour” f.) 
52 weeks on the Blue Neiwork 
effective April 19. The program 
aired Sundays from 10 to 11 p.: 
EWT, over 65 stations. Ruthrayv: 
& Ryan is the agency. 


ra. 


“Amos ‘n’ Andy” Continue 


Campbell Soup Company has 1 
newed “Amos ’n’ Andy” over 
|CBS outlets. The program, sta) 
| ing its fourth year for Campbell, x 
|heard Mondays through Fridays 
|from 7 to 7:15 p. m., EWT, for 
| Campbell soups, tomato juice and 
pork and beans. Ward Wheelock 
Company is the agency. 


‘ime 


Lanny Ross for Soup 


Campbell’s has also announced 
the renewal and a change of proi:- 
uct on its “Lanny Ross” program 
over 58 CBS stations, effective 
April 6. Heard Mondays through 
Fridays from 7:15 to 7:30 p. m., 
EWT, and previously aired for 
Franco - American macaroni. and 
spaghetti, the program will be pre- 
|}sented for Campbell soups. <Ac- 
count has been changed from Ruth- 
j}rauff & Ryan to Ward Wheelo: 
Company. 
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Newspapers Not 
Affected by Sales 
Tax, Judge Rules 


Chicago, April 1.—The state sales 
tax does not apply to newspapers 
and magazines, although it affects 
books, Circuit Judge Harry M. 
Fisher declared here yesterday in 
ruling on a suit filed by the Calumet 
Publishing Company and _ others 
against state officers. 

The judge issued an immediate 
order severing the newspaper case 
from the others in the original suit 
which involved magazines, books 
and sheet music. He overruled the | 
argument that the retailers’ occu- 
|pational tax should not be applied 
| to books, pointing out that they “are 
|purchased for long continued use” 
and are used for reference and even 
“decoration of our homes.” But 
the judge upheld the newspapers 
view that dealers and distributors 
of papers do not sell a _ certai: 
amount of paper and ink but “in- 
telligence and information which is 
intangible property that the pur- 
/chaser buys and pays for.” 

“It is hard to escape the con- 
clusion that the publishing and sell- 
ing of newspapers is primarily a 
service occupation,” Judge Fisher 
said, “and that the thing that is 
being sold is gathered-up materia! 
for the enlightenment or entertain- 
ment of those who purchase the 
newspaper; that the paper upon 
which the material is printed is 
simply the vehicle or the instru- 
ment by which the informatio: 
passed on from the publisher who 
| gathered it to the person who seeks 
it. 

“If some medium were found of 
communicating that to the readers 
other than paper, the readers would 
accept it, and probably pay the 
|same price for it. It is almost fan- 


| tastic to argue that the reader pur- 
chases his paper simply because you 
can use it as wrapping paper. The 
purchaser is not interested in the 
medium used for the convey anct 
of the information; but what he 
seeks is the news or advertisements 


or whatever is impressed upon tha! 
paper. 

The state contends that n¢ 
pers are tangible property anc taX- 
able because of the actual ipe 
used, the judge continued, bU' 
newspapers with “stale” ne 
worthless as commodities wher oul 
moded by later editions which ™@) 
have less paper and less in in 
later news. 


KIRO Adds Tucker 

W. F. Tucker, formerly w!' 
ter & Kleiser, Seattle. has 
the sales staff of KIRO, Se: 


Heads Transit Sales 

Transit Advertisers, In¢ 
York, has named Morton ‘ 
kell local sales manager 
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CFAC AD AWARDS COMMITTEE IN ACTION 


“ — 
=) 


Judges of the third annual awards to be made April 23 by the Chicago Federated 
Advertising Club, looking over the entries here, include (left to right) J. W. 
Barnett, Crowell-Collier Publishing Co.; S. R. Bernstein, editor, Advertising Age: 
W. L. Ninabuck, copy chief, International Harvester Co.; H. J. McKeever, 
assistant manager, advertising and publications bureau, Portland Cement Asso- 
ciation; J. R. Pershall, manager of advertising and merchandise sales, Public 
Service Co. of Northern Illinois; H. N. Baum, advertising manager, Fairbanks, 
Morse & Co.; J. R. Norris, Western advertising manager, The American Magazine, 
end committee chairman; Mercedes J. Hurst, advertising department, Common- 
wealth Edison Co.: Dan Smith, art director, Hart, Schaffner & Marx; Mae McCain, 
McCain Advertising. 


Dining, after the judging of more than 800 entries in the competition, are (left 

to right): J. H. Jameson, vice-president, McCann-Erickson; F. J. Schumacher, 

General Outdoor Advertising Co.; Frederick Williams, Carson, Pirie Scott & Co.: 

Ed Richer, Hart, Schaffner & Marx; Wallace Brooks, advertising director, Chicago 

Sun; R. L. Binder, national advertising manager, Chicago Tribune; Burr L. Robbins, 

vice-president and Chicago manager of GOA; and Frank Brodsky, advertising 
manager, Elgin National Watch Co. 


DIRECT APPROACH TO A SALES PROBLEM 


as oe 
Plated Steel in Sheets and 
in Coils. . 
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and ve OTHER WeTORY mrrany 


MOCUCAH WLCTRO-PLATED Metals 


Goo cniticas corres BRASS ALUMINUM 
NICKEL TIN. STAINLESS STEEL. ond CHROMIUM 


Look! Thete are Actual Conservation Digures 


AMERICAN NICKELOID COMPANY 


=p 


The frankness that should exist among companies producing arms motivated this 

spread to be carried in business papers in the metal working field, for American 

Nickeloid Co., Peru, Ill. It urges defense manufacturers to consider using the 

company’s electroplated metal—solving their own metals problems, saving vital 

metals, and at the same time keeping ANC's huge plant operating. Kenneth 
B. Butler & Associates handles the account. 


P & G ADOPTS "JUNIOR MISS" 


Shirley Temple, star of the new CBS show, “Junior Miss,” sponsored by Procter & 
Semble Co. on behalf of Ivory Snow and Dreft, wins congratulations from (left 
to right) Ed Wolf, radio agent; Kirby Hawkes, radio production head of Benton 
& Bowles: and Jim Rodgers, B&B vice-president and executive on the P&G account. 


PHOTO- 
fe GRAPHI 
m REVIEW 


EMBOSSED PAPER DISPLACES CELLOPHANE 


OF THE 
WEEK 


BEST SELLER 
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Unable to obtain cellophane, which it had used for years, Standard Knitting 

Mills, maker of Healthknit MacDee shorts, Kut-Ups shirts and other brands of 

men's underwear, turned to the new package at the right. Ordinary white offset 

paper is embossed with the pattern and detailed texture of the garment—in 

actual size. At left is the former package. MacFarland, Aveyard & Co., directs in 
account, 


GILBERT'S ANTI-COMPLACENCY MEDICINE 


Alfa Display Co., New York, has pro- 
duced more than 200 of these cases for 
the Modern Library series of Random 
House, which in turn markets them to 
book and department stores. A fluores- 
cent reflector at the top and slanted 
shelves provide excellent illumination. 
Features include the automatic display 
of 13 jacket fronts and a built-in slide 
which contains a complete list of titles. 


COMING UP 


With this four-color full page bleed advertisement in the April issue of Fortune, 

Gilbert Paper Co., Menasha, Wis., adds its contribution to the uplifting of 

public morale. The company offers similar 22 by 28 inch posters in color for 
use in factories, offices and public places. 


DUO-MOTION BULLETIN AIDS BOND SALE 


-—-2h eee ee * a ee ee 
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AND STAMPS 


save WEAR WITH 
\ . 
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This is one of a new series of half-page 
advertisements to be launched this 
month by Sinclair Refining Co. in na- Oertel Brewing Co., Louisville, currently is marketing defense bonds and stamps 
tional magazines promoting its Sinclair- with this illuminated spectacular on one of the city's busiest thoroughfares. The 
ized service to get longer life from cars. alternating designs, changing every six seconds, were created by M. R. Kopmeyer 
Local dealers will cooperate in supple- Co., the agency. Oecrtel is offering consumers a |6-page manual of civilian 
promotion. Hixson-O'Donnell defense and hes originated 4 series of “Win-the-War’ radio programs over 
Advertising is the agency. WAVE as a further aid to national defense. 
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The importance of pessimism 


A pinch of pessimism is necessary to the creation of fine advertising. It with, has been spurred on to greatness because a note of pessimism has 
is the salt on the egg. mingled with the cheers. 
ty For your true pessimist will point out opportunities for improvement In this organization, when both the optimists and the pessimists are enthu- 
long after an optimist, in his enthusiasm, has settled back satisfied. siastic about a new campaign, it is then ready to show to the advertiser. 
Many an advertising campaign that was good—really good—to begin But not before. 


Young & Rubicam, Inc., anveRTISING 


; | NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO - HOLLYWOOD - MONTREAL - TORONTO 
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